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ADVERTISER'S WEEKLY 


If You Have Been 
Missed... 


Sir,— Your readers will already 
know, through the very kind co- 
operation you have given us in 
your columns, that the total of 
registrations from British Dele- 
gates is mounting rapidly. The 
“Home” and “Overseas” com- 
bined total has now “topped” 
the 1,500 mark and we still have 
six weeks to go! 

In organising an event of this 
size, however carefully the mail- 
ing list is compiled, there is 


_ almost bound to be someone who 
' fails to receive either brochure 


or registration form and the 
Advertising Association are most 
anxious to ensure that, if this 
situation exists, it is remedied as 
quickly as possible. 

In case, therefore, any of your 


_ readers may not have received 
_ the registration form and book- 
_ let, I should be grateful if they 
- would 
_ delay. 


let me know without 
A postcard, letter or 
telephone call, giving the sender's 
name and address, will result in 
the immediate despatch of the 
material they need. 
UMMOND lL. 
ARMSTRONG, 
Director, Advertising Association 
of Great Britain. 


Money Talks 


Sirn,—The Eastern Gas Board 
(Watford Division) advertise for 
“a senior assistant with adminis- 
trative and organising ability in 
their publicity department at 
Watford.” 

The duties are varied and call 
for an all rounder. They include 
“the collation and interpretation 
of sales statistics and marketing 
information; sufficient creative 
ability to initiate advertising in 
most media including display and 
exhibitions; copywriting (includ- 
ing house journal); sound know- 
ledge of printing is essential; ex- 
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LETTERS 


EDITOR 


What The Conference Means To 
India And South-East Asia 


Sin—As a delegate to the 
International Advertising Con- 
ference I congratulate you on 
your plans to bring out special 
issues to cover the Conference. 
Already your WEEKLY has been 
giving us delegates a lot of ad- 
vance information about the Con- 
ference, all of which has worked 
up our ‘enthusiasm for this biggest 
event in the history of advertising 
in the Commonwealth. 

Reading about the Conference 
plans 1 am able to grasp the full 
scope and opportunities of the 
Conference, particularly to dele- 
gates from India and the South- 
East Asian countries who will be 
able to profit no end from the 
high level of discussions that will 
be taking place at the Conference. 
It will also enable overseas dele- 
gates to contact and establish 
mutually beneficial relationships 
with leading agencies of the more 
advanced countries. 


The prospect of the Conference 
that appeals to me most is that it 
will raise the status of the adver- 
tising profession and bring it due 
recognition from the United 
Nations Organisation which can 
use professional advertising talent 
to appeal to humanity to pave the 
way to real and lasting peace. 

Official and unofficial discus- 
sions among delegates will also 
acquaint the advertising world 
with the diversity of advertising 
problems in the different coun- 
tries of the world and how adver- 
tising men in one country can 
help their fellow members of the 
profession in other countries. 

Once again thanking you for 
the good work you are | 
towards ensuring the success 


the Conference. 
A. M. PATEL, 
Managing Director, Everest 
Advertising Ltd. 
Bombay. 


perience in the gas or electricity 
industries an advantage. . . . Suc- 
cessful candidate would ‘be Te- 
quired to pass a medical examina- 
tion. Commencing salary £470 
per 9 ie 

Could it be that the printer 
omitted . the "hn figure of “2” 
from the salary? Certainly the 
compendium of knowledge, ex- 
perience and ability specified 
would be worth a couple of 
thousand or more. If, in fact, 
the figure is correctly printed, the 
medical examination would be a 
necessity 
ONE WHO aie 

ON'T. 
(Name and address supplied 


~~ Surveys And 


Cross Sections} 


Sir,—In your issue of May 17 
Mr. Mason, in raising the ques- 
tion of the number of directors 
in Great Britain, has merely side- 
tracked my main contention that 
the Time survey cast consider- 
able doubt as to what constitutes 
a correct “cross section.” 

Had Mr. Mason kept to the 


-_——— 


point and my the 20 per cent 
“receive or buy” finding to his 
own estimate of 150,000 directors, 
he would have found the 30,000 
result was still higher than the 
Time claimed circulation among 
all classes in the United Kingdom, 
including those specifically men- 
tioned by them. 

My own contention is that an 
accurate survey depends upon 
three main factors, one of which 
is an accurate cross section, and 
when we are told in your issue 
of April 5 that “the general 
results conform ‘with what one 
knows from other surveys” I for 
one would like to know what are 
these other surveys. 

W. HOWLETT, 
Chairman, Paul E. Derrick 
Advertising Agency. 


Festival Posters 
Sir,—When visiting the South 
Bank Exhibition I noticed the 
fifteen posters selected by com- 
petition for display by the 

Festival of Britain authorities. 
It seemed to me that whereas 
some were good, others were 
definitely poor. I do not know 


May 24, 1951 


what standards were applied by 
the judges, but I feel sure that 
some of the new posters which 
I have seen on the hoardings dur- 
ing the past year or so are better, 
artistically and commercially, 
than several of those chosen for 
this display. 

“Modern art” seems to be the 
sole criterion for some of the 
weaker designs, and one or two 
of the others appear hard to 
justify on any grounds. Generally 
speaking, I do not think that this 
is a good and representative dis- 
play of current British poster art. 
It would be interesting to have 
others’ views. 

PAT HAGARTY. 
“Glencairn,” 


Aberdour Road, Ilford. 


GROUP PROFITS 
WERE DOWN 


Group profits for 1950 of 
United Newspapers and of Pro- 
vincial Newspapers Ltd. (in which 
United Newspapers has a large 
shareholding) have both dimin- 
ished. 

United Newspapers profit de- 
creased by £63,054 to £551,363. 
Net profit was £121,673. 

Ordinary final dividend of 15 
to make 20 per cent (same) is as 
already announced. 

Group profit of Provincial 
Newspapers was £61,413 lower at 
£555,975. Net profit was £177,425. 

Ordinary dividend is 20 per 
cent (the same), as previously 
announced. 


Mirror Profits Up 


Trading profit of Daily Mirror 
Newspapers Ltd. for the year to 
February 28, 1951, was £811,645 
(as against £765,659 for the pre- 
vious year). Total profit was 
£1,165,411 (£1,068,010). 

Sunday Pictorial Newspapers’ 
trading profit was £493,626 
(£468,817), and total profit was 
increased to £687,155 (£655,920). 


———— 
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WASS PRITCHARD & CO. LTD. 
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—when published in the issues of the 
MUNICIPAL JOURNAL and PUBLIC 
WORKS ENGINEER dated March 9 
and 16, 1951.... 


just another indication that every 
Chief Officer in every Department of all 
2,032 local authorities reads the 
JOURNAL every week... . 


—our 60,000 readers are responsible 
for an annual expenditure of approxi- 
mately £2,000,000,000. . . . 


-with a page rate of £30 the 
JOURNAL reaches EVERY BUYER 
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The Royal State Railways of Siam, the Nakornechaisi Bridge and Darlington. 
They are all connected with one another. The Cleveland Bridge and Engineering 
Company of Darlington have received an £800,000 contract from the State 


Railways for this bridge, and others, to be built and shipped out to Siam. 


As with so many big orders bringing millions to 
Britain, Darlington has won the contract against 
strong overseas competition—engines for the South 
African Railways, bridges for all parts of the world, 
huge engineering constructions for growing overseas 
markets. Britain has long been world-famous for its 
engineering, and Darlington takes a large part of the 
credit and responsibility for our national reputation as 
engineers. This thriving industry is employing thou- 
sands of people living in the area. Also in Darlington 


there is a big wool-spinning industry: Patons and 
Baldwins Ltd., have established a vast mill since the 
war employing over 2,000 men and women. Here, 
then, is a prosperous industrial town with a very high 
average weekly spending per head that is waiting to be 
tapped by you for your product. And there is no more 
effective way of influencing the spending of these 
people and bringing your goods to their notice than 
by advertising in their own Darlington papers — 
THE NORTHERN ECHO and the NORTHERN DESPATCH. 


THE NORTHERN ECHO - NORTHERN DESPATCH 


120,591 ABC 33,987 ABC 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4,. TEL: CENTRAL 3265 
Manchester Office: 
MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. TEL: BLACKFRIARS 3930 


~@ 


Leeds Office: 


RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. TEL: LEEDS 24998 COVERS THE PROVIBCES 
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*‘Standardisation’—plea for international study 


Publishers Told Costs Could Be 
Cut With Lighter Newsprint 


Effects Of Commercial Radio On 


Press Advertising Overseas 


Advantages to be gained by standardisation of newspaper 
formats and technical equipment were discussed at the general 
assembly of the International Federation of Newspaper Pub- 
lishers now being held in London. Another question of keen 

interest to advertisers was commercial broadcasting and television. 


The Council Chamber at 
County Hall, Westminster, was 
the scene of the opening session 
on Tuesday. The chairman of the 
London County Council, 
J. W. Bowen, was introduced to 
delegates by Eric M. Clayson, 
president of the Newspaper 
Society. 

A tribute to the British Press 
was paid by the president of the 
convention, J. Van er Kieft of 
Holland. It had always, he said, 
been in the fore for freedom and 
information. They were im- 
pressed by the skill and crafts- 
manship of the British Press and 
they were also indeodted to it for 
its fight for freedom. 


Materials Short 


Eric Carlsson, of Sweden, com- 
mented on suggestions for stand- 
ardising the quality and gram 
weight of newsprint. The present 
gram weight (52 grams per sq. 
metre) was introduced many 
years ago. 

Mr. Carlsson said: 

“A lack of raw materials 
for newsprint production can be 
expected in the future and it will 
be hard for the producers to ob- 
tain a balance between supply 
and demand. A reduction of the 
amount of raw material used per 
square metre of produced news- 
print must increase the total pro- 
duction in the long run. 

“| think it would be advisable 
for newspaper proprietors to in- 
itiate and promote collaboration 
between newsprint producers and 
newspaper technicians in order 
to find out by scientific and prac- 


tical investigations whether a 
standardisation of newsprint at 
a lower gram weight can be car- 
ried out. The aim should be a 
satisfactory quality and an un- 
diminished production. 

“If such an investigation could 
give a solution of the question 1 
am convinced that much money 
could be saved by newspaper pub- 
lishers.” 

If the gram weight could be de- 
creased only by 4 per cent con- 
siderable costs would be saved. 
In addition, there would be a cer- 
tain reduction of the freights and 
of the distribution expenses, “par- 
ticularly as the distribution by 
aeroplanes already has taken 
great proportions and no doubt 
will be still more dominating in 
the future in attempts to extend 
the selling district—especially of 
evening papers.” 

Mr. Carlsson urged that there 

@ Continued on page 334 


| AGENCY LINK 


i 


WITH LAMB 


R. F. White & Son Ltd., whose 
claim to be the oldest adver- 
tising agency in the world 
has never been disputed, has 
completed its first 150 years. 

It was founded in 1800 by James 
White, a close friend of 
Charles Lamb, whose refer- 
ence to “My pleasant friend 
Jem White,” appears upon the 
firm’s notepaper. White was 
a Blue Coat Boy. He founded 
his agency while he was a 
clerk to his old school, Christ's 
Hospital, which became his 
first client and is still the 
client of the firm. Directors 
of the firm now are the 
founder’s great-grandson (Mr. 
Gilbert White) and Mr. T 
Clarke. 

. F. White & Son Ltd, adver- 
tised the Admiralty before 
Trafalgar and the War Office 
before Waterloo. For more 
than 130 years the firm has 
been agents for the Sun 
Insurance Office Ltd., the 
oldest insurance company in 
the world. 

(See also Mainly Personal, 

page 360) 


Edward Hulton receives the Pub- 

licity Club of London Cup from 

the Lord Mayor, Ald. Denys 
Lowson. (See page 336.) 


Greater London 
Ad. Rates Up 


advertisement rates. ; 

As from July 7, the rate will 
be £21 per s.c.i. for an A.B. 
net Sale of 1,266,363, or 34d. per 
1,000 copies. 

At the same time, size of ad- 
vertisements will be restricted to 
a maximum of 4 in. d.c. 

sae rises are also announced 


% hurch Times, displayed adver- 
tisements will be £1 2s. 6d. per 
s.c.i. as from June 1; and 

Exchange and Mart, with a 
s.c.i. display rate of £1 10s. as 
from June 7 


EVENING NEWSPAPERS: Hull Daily Mail. 


Evening Sentinel, Stoke-on-Trent. 


Derby 


Evening Telegraph. South Wales-Evening Post, Swansea. Bristol Evening World. 
Leicester Evening Mail. Grimsby Evening Telegraph. The Citizen, Gloucester. 
Gloucestershire Echo, Cheltenham. Lincolnshire Echo. 
WEEKLY NEWSPAPERS : Yorkshire & Lincolnshire Times, Hull. Staffordshire Weekly 
Sentinel, Stoke-on-Trent. Grimsby Saturday Telegraph. Herald of Wales, Swansea. 
Cheltenham Chronicle. Gloucester Journal. 


NORTHCLIFFE NEWSPAPERS GROUP L” 


Advertisement Director - R. H. Penney - Carmelite House, London, E.C.4. Cen. e008 
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ADVERTISER'S WEEKLY 


Outlook Less Threatening In Print Industry 


INKS MAY BE DEARER: WASTE IS MAIN 


HOPE FOR PAPER: ECONOMY CALL 


Hopes for an easing of the problems and shortages which 


have been harassing the printing industry were voiced at the 
annual Congress of the British Federation of Master Printers 


which opened at Eastbourne on Saturday. 


“One of the most 


eventful years in the Federation’s history” was reviewed in the 


annual report presented by 
Mr. George Newman, retiring 
president. Mr. Rolf G. E. 
Unwin is the new president 
and Mr. F. R. Baylis vice- 
president. 

Theme of the Congress was the 
problem of supplies of printers’ 
raw materials. 

Stanley ¥F. Smith, manager, 
Research Department, St. Anne's 
Board Mill Co., Ltd., said a con- 
tinuous expansion in supplies of 
almost al! grades of paper and 
board—except newsprint—had 
taken place since the end of the 
war, and the present shortage 
resulted from a demand much ex- 
ceeding supply, not from any 
reduction of supply. 

The British paper industry had 
worked up its output to round 
about pre-war level (excepting 
newsprint), but there was a very 
considerable gap between the 
supply and national requirements. 

In 1950 about 870,000 tons of 
waste paper were re-used in this 
country, representing about 29 
per cent of the total paper and 
board used during the year. 

In 1942, however, 61 per cent 
of the total paper used came from 
waste paper. This was, no doubt, 
a supreme wartime effort, but the 
difference made it certain that 
more re-usable fibre could be 
found once the necessity was 
generally understood and the col- 
lecting organisation in full order. 


Competitive Buying 


Taken overall, the survey of 
resources suggested that at best 
only a very moderate increase in 
fibrous raw material and, there- 
fore, paper and board, could be- 
come available to the British 
paper maker during the next year. 

“Even to maintain existing 
wood pulp supplies is calling for 
very competitive buying in the 
European market,’ said Mr. 
Smith, “and the main hope of an 
increase in raw material lies in 
developing a national conscious- 
ness of the necessity for salvag- 
ing every possible pound of waste 
paper.” 

There was no fear of failure in 
finding additional resources. The 
annual world crop of natural 
cellulose, most of it unexploited., 
was inconceivably large. Tech- 
nical and scientific investigation, 
planting and industrial effort, 
would be bound to take some 
years, and it also seemed that the 
cost of producing pulp and paper 
from new sources would almost 
certainly exceed that of produc- 


ing it from the firs and pines of 
the North. 

Mr. Smith said that relatively 
smal] amounts of European pulp 
went to the U.S.A. It seemed 
reasonable enough that that 
continent should, broadly speak- 
ing, consume the pulp and paper 
it produced. Pulp and paper tech- 
ologists of the U.S.A. had shown 
what remarkable results could 
be obtained from their integrated 
paper mill and _ afforestation 
schemes in sub-tropical terrain 
and may justifiably feel that it is 
up to the European nations to 
work out parallel solutions of 
their own. 


Inks And Rollers 


R. F. G. Holness, chief chemist, 
Waterlow & Sons Ltd., said that 
at various times during and since 
the war there had been periods of 
scarcity which had been largely 
unknown to printers because they 
were tided over by consumption 
of the ink makers’ limited stocks. 
There should be sufficient sup- 
plies of the essential raw materials 
during the next year. Most ink 
makers of repute had scientific 
and technical staffs of appreciable 
size, and as” was demonstrated 
during the war, possessed con- 
siderable resource and tenacity. It 
seemed, reasonable, therefore, to 
be optimistic that the present 
difficulties of ink makers would 
be met and soon overcome. 

Barring unexpected demands 
on glycerine for explosives, there 
should be no difficulty in the 
supply of gelatine composition 
rollers. 

“The prices of most primary 
raw meterials are rising steeply,” 
said Mr. Holness, “and in many 
cases the effect of these changes 
has not reached the user of print- 
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Rolf 


Geo. Newman 
ing ink.” Prices of inks were cer- 
tain to increase, some of them 
substantially. ; ‘ 

F. B. Meech, inquiry officer, 
Printing, Packaging and Allied 
Trades Research Association, 
said demands for type metals 
had so far been met though prices 
had naturally advanced greatly. 
The general situation was one of 
shortage, with not much prospect 
of immediate relief. Efficient 
working with the minimum of 
wastage could go far to meet the 
position. If the shortages had the 
effect of leading to a general in- 
crease in working efficiency, and 
intensification of efforts to devise 
new processes involving alterna- 
tive materials, they may prove to 
be a blessing in disguise. 

The annual report stated: 

“Some alleviation of the acute 
shortage of man-power, which 
has been strangling development 
in the industry, should accrue in 
the near future as a result of an 
increase in the number of appren- 
tices in training, and given ade- 
quate supplies of raw materials 
and the co-operation of the trade 
unions, there is reason to hope 
that the industry will progress 
smoothly and efficiently and be 
able to extend its vital service to 
the country. 

“The steady expansion of 
demand on the industry has been 
a feature of the past five years, 
and the Council welcomes the 
recognition of this expansion 
which has been shy, vn during the 
*past twelve months by many on 
the trade union side. 


Mr. Newman, moving the 


adoption of the annual report. 


A section of the 350 delegates at one of the business sessions. 


Unwin 


May 24, 1951 


F. R. Baylis 


commented on the progress 
towards a national wages plan for 
the industry, added that the pro- 
posals for the stabilisation of the 
basic wage rate over a period of 
five years had now been accepted 
by all the unions concerned. 

“This means,” he said, “that 
the letterpress side of our industry 
is ahead not only of the rest of 
our industry but the rest of in- 
dustry generally. We are on very 
good terms with most of our 
unions. 


Advance In Basic Wages 


“Provided the national econ- 
omy is not smashed by war, the 
new plan may reasonably be ex- 
pected to bring an unbroken 
period of internal peace and un- 
interrupted production. 

“I hope that the rest of our 
industry—the lithographic unions 
—will have the wisdom and 
statesmanship to make similar 
agreements. 

“The increased wage costs will 
be high, with the advance in basic 
rates for so many unions in June. 
followed by the cost-of-living 
bonus, and in many cases a re- 
grading adjustment, to be paid 
in July.” 


The Banquet 
Over 550 sat down to the ban- 


quet in the Grend Hotel on 
Tuesday. 
Proposing the toast of the 


Federation, Sir John Sheppard, 
Provost of Kings College, Cam- 
bridge, complimented the Feder- 
ation on the high standard of 
printing achieved in this country 
for which they could take full 
credit. The degree of co-operation 
within the industry was a model 
for others. He was glad to see 
they were encouraging the 
younger generation, particularly 
in the Young Master Printers 
section. 

Responding, Mr. Newman said: 
“If ever it were true that the 
price of liberty is eternal vigil- 
ance it is particularly true to-day. 
It is equally true that the com- 
plexities of our industry are 
beyond the grasp of one man or 
one firm or even a group of firms, 
and the history of this Federa- 
tion is a fine record of vigilance 
for the benefit of the industry 
and the ultimate well being of 
our national life.” 


: ae. ie a; a : Re ee A Ae a 4 Fe fit er 
; ee : ‘ani 
4 cs od ry $ ie: 
= ss a x a ee) 
> # y 
a. Ne Ji€ 7 F ; 
ee os ' ; { > J 
“F F es i hs ¢ . i 
_ - 
i _ 
: : SS 
{ i 
ie ) : 
- _ 
. ; 
. 
cle . 
a | 
ee 
~ > Bat i Se ‘or P * 
a = KoA . a , (~” x ‘4 f es v rs 
‘a LE. ee . “ \ ~~ 
e - %; 4 Bae, +] ae ‘ee si 
oui "e oe pi »- Sie 
Ba 17 3 >see fs fe Fe 
a #,. (OR. % 4 te ~ 
ae & r s Sea Meh oe a . 
Be -_ oe 4 . ai ‘ ; 
By ae ; ’ = ; ef ~ + Gf : 
‘ii é a q 2 tee. q te 4 
m, ¥ 
: :% et, au *<, nl! 
ee . es ; ) re . . 2 
aie aes af? 4 SE: X) his 
at a. tere) if) : re 
a ae he j , ome : 
a EE ; 
ao :. 
is ,. oe —: te a 
a ——-) | i . irae ae | 7 a ; ae ss ee ee - > 4 4 oe, Oo oe fs a. ad “, q 


May 24, 1951 


HOW ADVERTISING 
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CAN HELP IN 


UNITING EUROPE 
Germany Making A Come-back 


Over 1,500 advertising and publicity people, including 150 
from West European countries and the U.S.A., attended the 
second post-war Advertising Congress in Hamburg last week. 
Underlying idea of the Congress was the re-establishment 


Prof. Dr. Erhard 


The Role Of The 
Brand Name 


Max Sherover. president, Lin- 
guaphone Institute of New York, 
told the Congress of “the role of 
the brand name in America.” 

Describing the Brand Names 
Foundation, an association of the 
leading owners of brand names 
and newspaper and magazine 
publishers, he said that its pur- 
poses were: 

To promote in the public mind 
an awareness that the brand 
name served as a badge of 
quality: 

To cultivate among owners of 
brand names a sense of pride, 
and to foster ethical use; and 

To encourage merchants to 
handle brand names in preference 
to orphan products of dubious or 
unknown parentage. 


Space Barometer 


In our report last week referring 
to an advertisement for the Daily 
Mail published in the Recorder 
quoting figures from a trade 
Paper's “national Press space 
barometer” comparative figures of 
advertiser preference were 
wrongly reproduced. They should 
have read: Daily Mail 11,374; 
News Chronicle 10,266; Daily 
Mirror 9,650; Daily Herald 9.016; 
Daily Express 8,373. 


Industrial Editors 
Confer To-day 


Main business session of the 
four-day first European Congress 
of Industrial Editors, which is 
sponsored by the British Associa- 
tion of Industrial Editors, is being 
held to-day (Thursday) at Berners 
Hotel, London. 


of friendly relations between 
German advertising and busi- 
ness circles and their opposite 
numbers in other lands. 


It is about 18 months ago that 
the first Advertising Convention 
in Germany since the war was 
held at Munich, but little was 
known of the event outside the 
Republic. The Hamburg Congress 
was hailed as proof of the “great 
strides made by German adver- 
tising to regain their connections 
in international trade.” German 
speakers testified as to their keen 
desire to contribute their share 
to an international exchange of 
ideas and experience. 

Hamburg’s Burgomaster, Max 
Brauer. was sponsor and the 
Senate gave a reception for 260 
guests of honour. The president 
of the central committee of the 
Werbewirtschaft (Advertising 
Economy), the publisher  H. 
Diirrmeier, first welcomed the 
visitors, among whom were Pierre 
George Bastide (France), W. H. 
van Baarle (Holland), G. P. 
Vigart (England), Professor Dr. 
Arthur Lisowsky (Switzerland), 
Ernst Giinther (Sweden), C. E. 
Friedmann (England), Peter de 
Peterson (England). Egon Juda 
(Germany), and Dr. C. Hund- 
hausen (Germany). 

The Federal Minister of Econ- 
omics, Professor Dr. Erhard, who 
is a keen advocate of free market 
policy, assured visitors of his 
friendly interest in all aspects of 
advertising. He emphasised the 
great importance of publicity, not 
only for the economic life of a 
country, but as a medium of 
friendship between nations, He 
expressed the hope that advertis- 
ing wou.d help the nations of the 
world surmount all obstacles in 
the way of economic recovery and 
progress and concluded by ap- 
pealing to all engaged in publi- 
city to act as pace-makers for an 
economically united and flourish- 
ing Europe. 

An exhibition of advertising 
and publicity media showed re- 
markable progress had been made 
in Germany since the war, especi- 
ally in the graphic arts. Speakers 
covered a wide field, but had one 
theme in common. There was 
constant exhortation for advertis- 
ing people to co-operate closely 
for mutual success and progress. 

G. P. Vigart. manager of the 
Market Research Department of 
the British Export Trade Re- 
search Organisation, spoke on 
“Market Research and the plan- 
ning of export advertising cam- 
paigns.” He dealt with readership 
surveys and described the tech- 
nique of assessing the attention 
value of various media. 


Talking it over in the open air. 
L. to r. Prof. Kurt Bussmann, 


Over 1,500 delegates have 
now registered for the Inter- 
national Advertising Confer- 
ence, approximately 600 of 
them from overseas. 

They include: 

Ameen K. Tareen, managing 
editor of Wealth, a member of 
the Pakistan Newspaper Society, 
and the All-Pakistan Newspaper 

| Editors’ Conference. 

J. V. Hott, director and account 
executive of J. Hott Ltd., adver- 
tising agents, of Wellington 

Andre Cuisinier, of Slog, ad- 
vertising agent and publisher of 
the General Directory of Exports, 
honorary president of the Publi- 
city Club of Paris. 

Charlies Maillard, advertising 
agent of 50 years standing, presi- 
dent of OJ.D. (the French 
equivalent of our ABC). 

. M, Merlin, publicity man- 
ager of Air France Review and 
a member of the French Adver- 
tising Federation. 

P-A. Widler, advertising man- 
ager of Svenska Esso. 

Harold Zettersten, publicity 
and advertising manager and 
house journal editor of Svenska 
Metallverken, also a member of 
the Swedish Institute of Tech- 
nology. 

Sam Widenfelt, managing and 
sales director of Wezata-Melins, 
printers and publishers, of Gote- 
borg, president 1948-1951 (Febru- 
ary) of the Swedish Advertising 
Association. 

W. A. Grollenberg, joint man- 
aging director of De la Mar Ad- 
vertising Ltd., of Amsterdam. 

W. Reitsma, managing director 
of Nijgh & Van Ditmar Ltd., ad- 
vertising agents, of Rotterdam. 

Rudolph Holst, advertising 
manager of the Carlsberg 
Breweries of Copenhagen. 

Svenn Seehusen, concerned 
with advertising management and 
public relations work for the 
Politiken newspapers. 

Erik Aagesen, publicity mana- 
ger of the Illum Department 
Store of Copenhagen. 


ADVERTISER'S WEEKLY 


‘A.W.’ Conference 
Programme Special 


First of the ADVERTISER'S 
WEEKLY special Internationa! 
Advertising Conference issues, tu 
be published on June 7—the 
Conference Prospect and Pro- 
gramme Number—will give full 
details of the business agenda 
and speakers, also up-to-the- 
minute news of social events. 

In addition, our columnist 
“Contact” will give intimate 
personal sketches of some of 
the leading delegates from 
overseas. 

Hopes and prospects for the 
Conference will be surveyed. 


Youth Scheme delegates in- 
clude: 

Miss Adelle Kirkby (25), space 
buyer of Thompson & Associates 
of Sydney. 

Jean-Paul Gintzburger (24), in 
the publicity office of Vins 
Vaudois, Switzerland. 

Arnaldo Bonfadini (27), an 
account executive with the 1.M.A. 
Agency of Milan. 

Germano Lombardi (26), a 
technical advertising consultant 
and a member of the Italian Ad- 
vertising Federation. 

iss Beverly Ann Brice (24), 
a promotion assistant with Life 
magazine in New York, a mem- 
ber of Advertising Women of 
New York Inc. 

Alfonso De Zunzunegui Y 
Redonet (20), editor of Arte 
Comercial, the only advertising 
paper published in Spain. 

Lennart Holmberg (27). of the 
Gumaelius Advertising Agency of 
Ma!moe. 

Hans Von Platen (24), of 
Nordvastra Skanes Tidningar. 

Erik Pedersen (28), advertising 
manager of an outdoor and trans- 
port advertising firm and a mem- 
ber of the Oslo Advertising 
Association. 

Jan Kalland (27), a sales man- 
ager and member of the Hauge- 
sund Publicity Club 

Paul M. Van Velzen (24), 
assistant to the advertising man- 
ager of the Karel Hoogstraaten 
Advertising Agency of Rotter- 


dam. 


Ernest Van Den Biggelaar (24), 
a manager in his father’s adver- 
tising agency and member of the 
Dutch Advertising Association. 

Miss Francoise Beau (23), a 
draughtswoman in market re- 
search work—-and a nominee for 
the Youth Scheme of the Comite 
de Patronage des Jeunes Publici- 
taires Francais. 

M-A,. Pampuzac (25), a mem- 
ber of the French Advertising 
Federation. but now working 
with a Swiss advertising con- 
sultant. 

Sean Brennan (24). a layout 
man with Padbury Advertising 
Ltd., of Dublin, and a member 
of the Advertising Press Club. 

Alan P. Maxwell (25). an ad- 
vertising and publicity denari- 
ment representative with the Irish 
Press Ltd., of Dublin. 

Miss Aase Corlin (27), secre- 
tary of the Danish Association 
for Fish Propaganda, and a mem- 
ber of the Danish A.A. 
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Car Battery Can Run New 


Projector For Stri 


Ads. 


A new film projector for strip advertisements, which it is 
icaimed is so small, cheap and simple that it may revolutionise 
logan advertising for open air displays, is now being produced 
sn the Leicester village of Mountsorrel. 


Running costs are so low 
that a 12-volt bulb, which can 
be sustained by a car battery, 
will keep it going to all intents 
and purposes indefinitely. 

In the shape and size of a small 
portable radio set, the projector 
is made by Window Adverts Ltd. 

Its mainstay is a 12-volt light 
bulb, which acts as the projection 
light and at the same time is the 
driving force of a rotating turbine 
to which the film strip is attached. 
The bulb heats the air surround- 
ing it, causing the air-stream to 
rise and to rotate the turbine 
which is suspended on a needle. 

The film strip attached to the 
turbine can be exchanged in a 
Matter of seconds. It carries 
Mearly 30 words, which can be 
thrown on to ceilings, walls, or 
windows. Speed of rotation can 
be regulated with the aid of a 


Magnet, and the size of the letter . 


Newsprint Move 
_ In Canada 


Lord Layton, deputy-chairman 
of the Newsprint Supply Com- 
pany, flew to Montreal on Sun- 
és: to discuss with the Canadians 

ng-term newsprint contracts for 
the British Press. 

He said: “I am going to try to 
fevive the long-term contracts I 
Megotiated in 1946, which the 
Government have been reducing 


ever since. I think the chances 
are good for re-establishing 
them.” 


A seven-day week is being in- 
troduced in 11 Ontario newsprint 
mills. Canadian newsprint pro- 
duction, now 54 per cent of the 
World’s output may increase by 
Mearly a fifth, if the seven-day 
Week is adopted generally. 


R.A.F. Review Sells 
Out To Public 


A virtual sell-out of the first 
issue in the new series of the 
Royal Air Force Review, which 
went on sale on May 3, was 
achieved in London in a few days, 
with large numbers of repeat 
orders; and much the same report 
has been received from Mersey- 
side and many other centres. 

Previously on sale only to 
members of the R.A.F. as the 
official journal of that Service, 
the Review has now changed its 
policy to embrace sale to the 
general public. 

“We feel that if we can prove 
Air Force Review under the pre- 
sent extremely difficult condi- 
tions” said a spokesman of Royal 
Air Force Review Ltd., “there 
should be little difficulty in build- 
ing up a much greater circulation 
when circumstances permit.” 


can be varied simply by increas- 
ing the distance of the projector 
from its object. 

With the aid of a simple mirror 
the projection can be reflected 
at all angles. For advertising on 
to the windows of his home, Mr. 
R. E. Cooper, one of the firm's 
directors, affixes tissue paper on 
the window and projects messages 
on to it after dark. He often has 
it in the back of his car and, run- 
ning it with the car's battery, 
shows strips on the rear window. 

Through an ingenious trans- 
former, the fire risk is completely 
eliminated. 

Says Mr. Cooper: “We can 
manufacture 200 sets immedi- 
ately, and proceed by mass pro- 
duction to bring as many sets on 
the market as we can sell. The 
first two sets coming off the 
assembly line have already been 
sold—to a laundry in New 
Zealand.” 


What is, or are, public 
relations? 

Books have been written in 
an attempt to answer this 
controversial question, but 
never has a satisfactory defini- 
tion been found. Now Sidney 
Rogerson, publicity controller, 
LC.L, has given his opinion, 
in a provocative article to 
appear in “Advertiser's 
Weekly” mext week. 

i id 


MORE SELLING 
PRICE INCREASES 


More price rises, mostly in the 
magazine field, are announced by 
publishers. 

Four Temple Press publications 
affected are: the Motor, from 9d. 
to Is. (May 23); Motor Cycling, 
from 6d. to 8d. to-day (Thurs- 
day); Oil Engine and Gas 
Turbine, from 2s. to 2s. 6d. (June); 
and Farm Mechanization, from 
2s. to 2s. 6d. (July). 

Both the Studio and Art & 
Industry are to be 3s. monthly. 
August issue, published on July 
16, will be the first affected. 

The Baker and Confectioner 
will be raised from 3d. to 4d., as 
from the June 1 issue. 

Seven Link House Publications 
journals are to go up in price. 
The new prices are: Health & 
Strength (June 14), 1s.; Stamp 
Magazine (July), 7d.; Sun Bathing 
Review (summer), Is. 3d.; Health 
& Efficiency (July), 1s.; Prediction 
(August), Is.; Miniature Camera 
World (August), 1s. 3d.; Weight- 
lifter & Bodybuilder (August), 
ls. 3d.; and Amateur Cine World 
(August), Is. 


Newspapers, Too 


Among newspapers, the 
Western Morning News has al- 
ready gone up to 2d., and the 
Morning Advertiser, daily 
newspaper of the licensed trade, 
will be increased from 2d. to 3d. 
next Monday. 

The Sunday Press and the 
Sunday Independent, Dublin 
Sunday newspapers, are to in- 
crease their price from 2d. to 3d. 
on and from Sunday. 

Birkenhead News from 1d. to 
14d. on Wednesdays and from 2d. 
to 3d. on Saturday; Bebington 
News 2d. to 3d. 
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Scheme For Cutting 
Publishing Costs 
With Lighter Paper 


should be an investigation in the 
different countries as to the kinds 
of presses needed at present and 
the various page sizes. This in- 
vestigation ought to compromise 
also column widths, column 
rules and the number of 
columns used including the cal- 
culated type page widths and the 
printed page widths. 

The material thus collected 
should then be examined by an 
international committee of ex- 
perts in order to find out whether 
there is a sufficient foundation 
for a general standardisation. 

A masterly survey of broad- 
casting and television and its 
relations, in many lands, with the 
Press was given by W. T. Curtis- 
Willson, immediate past president 
of the Newspaper Society. 

He commented: 

“It is significant that in five of 
the six countries in which spon- 
sored advertising programmes are 
broadcast newspapers accept ad- 
vertisements of these _ pro- 
grammes. It is significant also 
that in Australia, where there is 
long and extensive experience of 
the competition of sponsored 
sound advertising programmes 
the newspapers do not fear its 
competition, and do not consider 
that they have suffered from it, 
apart possibly from a slight set- 
back at the outset. 

“It seems even more significant 
that in the United States, with 
growing competition from spon- 
sored programmes on sound and 
television transmissions American 
newspapers are continuing to 
show record advertising figures.” 


Death Of C. Stephen Millikin, 36 


Mr. C. Stephen Millikin, who 
from 1924 until his retirement in 
1947 was advertisement director 
of Associated Newspapers Ltd., 
and for 36 years was connected 
with the Daily Mail, died last 
week at his home at Totteridge, 
aged 77. 

Before beginning his career in 
advertising Mr. Millikin was a 
schoolmaster in the Navy. 

His first advertising post was 
with Munro Press Ltd., Glasgow, 
whom he represented in London; 
for this firm he handled the ad- 
vertising for the Encyclopedia 
Britannica. Then he went to 
Smith’s Advertising Agency, 
where for several years he was a 
departmental manager and 
specialised in copy. 

Joining Associated Newspapers 
Ltd. in October 1911 as a copy- 
writer, he started the ideas and 
business development department 
at a time when there were few 
service advertising agencies. 

In 1912 he was elected a Fellow 
of the Incorporated Society of 
Advertising Consultants. 

During the 1914-18 war he 
assisted Sir George Sutton in the 
War Savings Campaign, and also 
served in the information depart- 


ment of the Admiralty, where he 
was responsible for the issue of 
the wartime Shipyard Bulletin. 
Thirteen times—from January 
1930 to January 1935, and from 
June 1940 to July 1947, he was 
chairman, advertisement commit- 
tee, Newspaper Proprietors As- 
sociation. For many years he was 
also chairman, joint committee of 
the Newspaper Proprietors Asso- 
ciation and the Newspaper Society. 


Career Landmarks 


On July 1, 1947, he was ap- 
pointed to the board of Asso- 
ciated Newspapers Ltd. 

At Northcliffe House he devel- 
oped the service of the “Guaran- 
teed Advertisements” department, 
through which readers of the 
Daily Mail are assured of satis- 
faction in their purchases or an 
immediate refund of their money. 

One of the memorable marks 
in his long career was his work 
in bringing about the standard 
form of agreement between the 
Newspaper Proprietors Associa- 
tion and advertising agents. 

He leaves a widow and two 
sons, both in advertising. 

Mr. H. A. Oughton, chairman 
and managing director, W. 


Years With ‘Mail’ 


Crawford Ltd.. and president, 
Institute of Incorporated Practi- 
tioners in Advertising, writes: 

“Mac” Millikin laid trails; he 
seldom followed them. It was 
never safe to go to him with a 
small—a_ parochial proposition. 
But ask his interest and co- 
operation in some large and excit- 
ing issue, and he was truly your 
man. 

Advertising is larger and wider 
in its bounds because of him. To- 
day’s generation of advertising 
men may not have known him 
well—but they owe him much. 
We will not forget him. 

Mr. Alfred Pemberton writes: 

Advertising has waxed exceed- 
ingly since those pre-1914 days, 
both in practice and in ethics, and 
“Mac’s” great contribution to 
these ends will remain a perman- 
ent tribute to him. 

Forthright, uncompromising, 
like his native granite, he never 
budged from his considered view- 
point, or from his loyalty to his 
friends. 

. * 

A memorial service will be 
held at St. Dunstan-in-the-West, 
Fleet Street, on May 31 at 
12.30 p.m. 
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Posers On Papers peer Purchase 
Advertising Forum 


Tax For 


When an advertiser receives a 
blow such as increased Purchase 
Tax on his product, should he 
step up his selling effort or lie 
low until the shock has worn off? 

This was one of the problems 
tackled by an advertising forum 
at a meeting of the Publicity 
Club of London on Monday. The 
panel consisted of G. R. Pope, 
assistant manager of The Times, 

. L. Pleasance, secretary of 
Parnall (Yate) Ltd., Roy Pass- 
more, of Alabaster Passmore & 
Sons Ltd., C. J. Rose, advertising 
manager, Scott & Bowne Ltd., 
Mrs. Beatrice Warde of The 
Monotype Corporation Ltd., and 
E. Searle Austin of 3 
Gollings & Associates Ltd. 

Don’t time your selling effort 
when everything is against you, 
advised Mr. Rose. Give it a month 
or two to work over. The public 
have a short memory particularly 
in regard to price increases. 


Giving a housewife’s opinion, 
Mrs. Warde said she felt much 
happier if she saw an explanatory 
advertisement. It confirmed her 
feeling that the product was 
worth buying. 

If it were possible overnight to 
revert to the large pre-war papers, 
how would it affect current ad- 
vertising campaigns? Had adver- 
tisers grown to like the monthly 
insertions rather more frequent 
insertions? 

“We would all like to have a 
concentrated push now and 
then,” declared Mr. Rose. But, 
he pointed out, rates would have 
to drop dramatically. 

Mr. Passmore felt that adver- 
tisements to-day carried much 
more weight than they did pre- 
war. 

Mr. Pope said that to revert to 
the pre-war size paper the whole 
economics of the newspaper in- 


dustry would have to be changed. 
Everybody would have to re- 
orientate their attitude ‘towards 
advertising. 

“Should newspapers cu: adver- 
tising space and devote more to 
editorial in order to compensate 
readers for the recent increase in 
price?” 

It was the advertisers who made 
a paper possible, declared Mr. 
Rose. The papers owed an obli- 
gation to them. It would be a 
great mistake to cut their space. 

But, said Mr. Pleasance, it was 
the papers which succeeded in 
keeping up their circulation that 
advertisers would want to use in 
the future. 

A difficult problem, felt Mr. 
Pope. They disliked continually 
having to refuse advertisers space. 
But in the interest of the adver- 
tiser every effort had to be made 
to maintain the good name of the 
paper, 


How Britain 


Leadership 


Captain Charles Birchall, 
leader of the lithographic pro- 
ductivity team which recently re- 
turned from the United States, 
addressing Liverpool and District 
Publicity Association, contended 
that productivity teams assisted 
in the task of getting industries 
of the Western nations back intg 
full swing. 

“In America, there is so much 
less of the running battle between 
management and worker than 
there is in the industries of this 
country,” he said. “If produc- 
tivity teams as a whole can do 
anything to eliminate this battle, 
then, in my view, there is nothing 
at all to stop this country regain- 
ing in a few years’ time the Dosi- 
tion of leadership which she en- 
joyed in the last century.” 

In the American printing indus- 
try there was no longer a sellers’ 
market. Everybody was on his 
toes to produce the best article, 


Can Regain 


ODD SP@T 
When Charles’ Birchall, 
leader of the lithographic pro- 
ductivity team which recently 


white silk tie, the front panel 
of which was patterned with 
a country scene. 

Members viewed it with 


Miss W. D. Brown has resigned 
the position of honorary Press 
officer of the Bradford Publicity 
Association, on being nominated 
prospective Conservative candi- 
date for South Leeds. 


Mrs. D. L. Pickering, the pre- 
vious holder, congratulates Bill 
Wilson, winner of the Frank 
Coulson Cup for public 
speaking in the Leicester Club. 
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History Re 
Itsel 


An exhibition of Press ad- 
vertisements over the past 100 
years, arranged by Gordon 
Moodey in the London offices 
of Colman, Prentis & Varley, 
is so graphic and informative 
that shortly it will be loaned 
to the Daily Mail. 

Mr. Moodey shows various 
phases in the development of 
technique, and the remarkable 
progress in typography, lay- 
out, and commercial art. And 
in copywriting? Well... . 

Of special interest, in view 
of current campaigns, is an 
advertisement for a soap pow- 
der which is claimed is “the 
cheapest detergent in the 
world.” 

It saves much labour; no 
rubbing is required. It will not 
injure the hands, or harm the 
most delicate materials. 
Coloured fabrics, washed with 
it, gain added brightness. 

All this—in the Hertford- 
shire Almanac, in 1851. 


When the staff of Gee and Watson Ltd. went on an outing to Hastings 
on Saturday they Pe > their directors A. Edward Jones, A. H. 


Goodwin, and J. H 


. Goodwin, pictured on the programme as above. 


POSTER PROBLEM IN DISCUSSIONS 


Technical discussions will cover 
a wide field at the annual con- 
ference of the British Poster Ad- 
vertising Association, to be held 
at the Hotel Metropole, Brighton, 
June 3—6. 

Presided over by Mr. P. D. 
O'Connell, the technical session 
will be held on Tuesday after- 
noon and Wednesday morning. 
Speakers at this session wil! in- 
clude: Messrs. A. Grey, of David 
Allen & Sons Ltd., on planning 
systems; G. S. Campbell and 
H. G. Ellinger, on town planning 
matters; John Mills, on the Hell- 
berg Panel; L. W. Brown, on 
Weyroc: F. Wiley, on Hollow- 
plast; F. C. Burtof, on Lloyd 
hardboard; W. Bleakley, on 
Masonite. A_ discussion on 
accounts will be introduced by 
Mr. F. Wiley and Mr. F. C. 
Burton. 

The annual meeting, followed 


by an informal conference, will 
be held on Tuesday morning. 

The social programme com- 
prises: 

Sunday afternoon, cricket 
match, Mayor and members of 
the Brighton Corporation versus 
the B.P.A.A 

Monday morning a coach tour. 
Annual golf competition at East 
Brighton Club, for Mills and 
Rockleys Cup; afternoon, for the 
Leicester Cup. 

Tuesday morning, civic recep- 
tion by the Mayor and Corpora- 
tion at Hotel Metrople; fashion 
parade for the ladies; evening, 
civic reception and dance at 
— 

ednesday evening, omngten 
by the president, Mr. G. T. Mills 
and Mrs. Mills, followed by 
annual dinner at which Mr. 
Anthony Eden will be the princi- 
pal guest. 
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‘Reps’ Surprise For 
W. E. Tomlin 


Taking advantage of his birth- 
day, senior “reps.” entertained 
W. E. Tomlin, advertisement 
director of the News Chronicle, 
to lunch at the Connaught Rooms 
last Thursday. 

Advertise- 
ment man- 
ager Bill 
Memory pre- 
sided and 
spoke of the 
devotion of 
his staff for 
“The 
nor.” He 
stressed 
human 
qualities and 
character- 
istics Mr. 
Tomlin dis- 
played at all 
times and 
thanked him for the remarkable 
confidence he reposed in them all. 
Replying, “Tommy” briefly sur- 
veyed the years since he had taken 
over, acknowledging the loyalty 
and help he received. Other 
speakers inciuded Norman Wetton 
(assistant advertisement manager), 
Hugh Holker (northern advertise- 
ment manager), Lionel Every and 
Charles DeRyck. The “reps” 
personal gift was a neat leather 
attache case and, as a further 
memento, a_ specially designed 
souvenir menu. A host of con- 
gratulato telegrams included 
pocer mowsy) A R. J. Cruickshank, 
F. H. Walters and Ralph 
McCarthy, editor, managing 
director and northern’ editor 
respectively of the News 
Chronicle. 


* * * 


J. W. Forsaith (J. S. Forsaith & 
Son Ltd.) has been elected presi- 
dent, London Master Printers 
Association, for the ensuing year: 
J. Graham Williams (Williams, 
Lea & Co., Ltd.) and Sir James 
Waterlow, Bt. (Amalgamated 
Press Ltd.), vice-presidents; and 


vy 
W. E. Tomlin 


. 4 Reveirs (George 
Reveirs Ltd.) hon. treasurer. 
. - * 


Miss S. Quarress has resigned 
as space buyer to Scientific Pub- 
licity Ltd. Ivan L. Gloster, 
accounts executive, who has been 
with the company for some years, 
will combine the two jobs. 


* * * 


R. C. McKechney, of Naafi 
public relations, left England by 
air for Korea where he will carry 
out public relations duties in con- 
nection with the Naafi service. 
This is a temporary appointment 
pending the arrival in the Far 
East of a permanent Naafi P.R.O. 


H. W. Miller, export manager 
of the International Chemical 
Company Ltd. has been ap- 
pointed a director of the com- 
pany. He started his career in 
advertising, having been a mem- 
ber of C. Mitchell & Company 
Ltd. from 1930 until joining the 
Forces in 1940. : 

* * 


~ 

Mrs. Eve Brewster Owen, for- 
merly P.R.O. for Saward, Baker 
& Co., Ltd., has formed her own 
publicity and public relations 
organisation, Brewster Owen & 
Co., at 75 Victoria Street, 
London. Formerly with the 
Daily Mail, and known in Fleet 
Street as Eve Fayne, Mrs. 
Brewster Owen has world-wide 
contacts after five years with the 


B.O.A.C. as _ P.R.O., Eastern 
Division. Assisting her in this 
new venture is Miss Taylor, 


formerly assistant media mana- 
ger of Saward, Baker. Miss 
Taylor came down from London 
University with a B.A. Honours 
degree in 1947. 


* * * 

John W. E. Wills, until recently 
editor of News Exchange, the 
monthly journal published by 
Nuffield Exports Ltd., has left the 
Nuffield organisation to become 
publicity manager of Massey- 
Harris Ltd. of Manchester. 

- * * 

Leonard Garland, general man- 
ager, S. T. Garland Advertising 
Service Ltd., has joined the board 
of Sidney-Barton Ltd., public 
relations and marketing consul- 
tants. 

* - 

The toast “to all fellow 
Clubs and Associations in Adver- 
tising,” at the Publicity Club of 
London luncheon was suggested 
by W. R. Balch and is to be put 
before the Club Development 
Committee in the hope that other 
Clubs will adopt it. 


Peadar O’Curry 


Eve Brewster Owen 
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H. W. Miller 


Hulton Honoured For Courage 
And Enterprise In Publishing 


For his “courage and enterprise in the field of publishing, his 
establishment of successful new advertising media, and his 
interest in, and general services to, advertising and market 
research,” Mr. Edward Hulton was presented with the Publicity 


OBITUARY 
A. S. Rowntree 


A newspaper director and a 
former M.P., Mr. Arnold S. 
Rowntree, a member of the 
chocolate manufacturing family, 
died suddenly at his home at 
Thornton-le-Dale, aged 78. 

A director of the Rowntree 
cocoa firm from 1897 until 1937, 
Mr. Rowntree was also chairman 
of the North of England News- 
paper Co., Ltd., from the early 
days of its development under 
Sir Charles Starmer, and a direc- 
tor of the Westminster Press 
Provincial Newspapers Ltd. 


E. Stanley 


Mr. E. Stanley, director of the 
Gould & Portmans Ltd. agency, 
died on Wednesday of last week 
at the age of 75. He was working 
in his office only a few hours 
before his death. 

Mr. Stanley had spent more 
than 60 years with the company. 
A director for some 25 years, he 
occupied a controlling position. 

His son, Mr. H. E. Stanley, is 
secretary of the company. 

Funeral was on Tuesday at 
Tooting Cemetery. 


New Service Starts In Dublin With 
‘Irish And London Background’ 


What is claimed to be the first 
organisation in Ireland to special- 
ise exclusively in market research, 
marketing advice and public rela- 
tions, has been formed in Dublin. 

Known as Marketing and 
Public Relations Ltd., it has been 
jointly established by Domas Ltd., 
the Dublin advertising agents. 
and Sidney-Barton Ltd.,_ the 
London public relations and mar- 
keting consultants. with the 
object of providing “a modern 
marketing and public relations 
service with an ‘Irish and London 
background’.” 

The company's board is com- 
posed of five Irish and four 
English directors. They are: 
(Irish) Peadar O'’Curry (chair- 
man), director, Irish News 
Agency, and editor, The Standard; 


Richard G. Duggan, 
Hospitals Trust 
Ltd., and chairman, Domas; 
Joseph A. Delany, managing 
director, Domas: Kenneth A. 
Murphy, director and general 
manager, Domas; Peter Owens, 
director and production manager, 
Domas; (English) R. B. Williams- 


director, 
(1940) 


Thompson, managing director. 
Sidney-Barton; Frank 
O’Shanohun, director, Sidney- 


Barton: Leonard Garland, direc- 
tor and general manager, S. T. 
Garland Advertising Service Ltd.; 
and Peter D. Coley. 


_ Mr. Coley, who joins Market- 
ing and Public Relations Ltd. 
from Sidney-Barton, will act as 
executive resident director. 

Mr. Williams-Thompson will 
be managing director. 


Club of London Cup by the 
Lord Mayor of London (presi- 
dent of the Club) at the 
Mansion House on Tuesday. 
The citation, read by the Lord 
Mayor, Alderman Denys Lowson, 
recalled that Mr. Hulton: “has 
promoted surveys of markets, 
retail trades, readership, and 
attention value. His company, 
Hulton Press Ltd., has donated 
£5,000 to the Advertising Creative 
Circle for the encouragement of 
creative work jin the advertising 
profession. He has been a presi- 
dent of the Fleet Street Column 
Club, and he is a patron of the 
Regent Advertising Club.” 
Accepting the Cup, Mr. Hulton 
claimed that periodical publishers 
owed a great deal to advertising. 
One Hulton paper, Picture Post, 
had had, he claimed, an advertis- 
ing revenue of nearly 14 million 
pounds in 1950. 
Advertising was 


a necessary 
thing in the 


complexity of 
modern life. It had been criti- 
cised, but it had raised its 
standards in a magnificent way. 
It should, however, become more 
and more scientific. 

Lord Mackintosh, last year’s 
holder of the Cup, acclaimed Mr. 
Hulton as a worthy successor. 
Through his periodicals, he said, 
Mr. Hulton set forth the British 
way of life—in the advertising 
columns, just as much as in the 
editorial columns. 

For the first time, the Club's 
luncheon to its president (held at 
the Café Royal) followed directly 
on the Mansion House ceremony. 

The chairman, Mr. W. H. 
Gollings, after mentioning that 
the Club now had 1,083 mem- 
bers, urged all its members and 
those of the whole Club move- 
ment throughout the country to 
support the International Adver- 
tising Conference, the programme 
of which was realistic, compre- 
hensive, and likely to prove of 
the greatest value to the craft, to 
industry, and to the Press. 

The Lord Mayor said that the 
Club and its members formed a 
vital part in the trade and 
industry of the country and made 
a material contribution to the 
export trade. 
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‘Now you can pinpoint the market of Younger, 


Smarter Women with ONE publication— 


Before the creation of VANITY Farr She has an appreciation of the nicer 
the younger, smarter woman could find things in life, a more-than-ordinary 
only a little of what she wanted in one interest in fashion, in her whole personal 
publcation, something more in another, and appearance . .. in her flat or house. Fortunately 
so on. There was no one magazine to satisfy for her, and for you, her means allow 
all her tastes. But Vanity Fair has her to express her discrimination 
changed all that. It appeals exclusively and good taste in buying. It costs 
to the younger, smarter woman, who only £100 per page in black and 
has lots of commonsense packed white to reach this exclusive 
into her neat, well groomed head. market ; in colour £150. 
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_the most practical way to the purse of the Younger, Smarter Woman is through 
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\ i ° ; , 
anily Fair 
Produced by the publishers of Harper's Bazaar and Good Housekeeping. 


~ 


THE NATIONAL MAGAZINE CO. LIMITED, 30 GROSVENOR GARDENS, LONDON, 8.W.1 
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Challenge To Printers 


\ T Eastbourne, where the Master Printers were conferring 


this week, the atmosphere was encouraging. Speakers 
struck the optimistic note, suggesting that prospects for 
the future are.not so gloomy as they have been painted. 

No one would suggest the immediate days ahead are likely to 
be bright for the printing and publishing industries, but the 
shortages which beset them cannot last for ever. There are faint, 
but nevertheless visible, signs that supply problems may ease, 
but there remains the crippling burden of rising costs. 

Here the printers can play their part. Their spokesmen have 
called for efficiency, economy and ingenuity. Generally speaking, 
the efficiency of their industry cannot be questioned, though the 
changing times have, perhaps, brought diminished individual 
pride in craftsmanship. Nevertheless, the best British print can 
stand handsomely alongside any in the world. 

The real challenge is to the ingenuity of printers to find ways 
and means to combat spiralling costs. This is a problem facing 
both sides of the industry, for economy in production is the key 
to their livelihood during this inflationary period. 

Faced with mounting charges for block-making, printing and 
distribution, in addition to the burdens of increased overheads 
within their own organisations, publishers have done their best 
to spread the load equitably. Both advertisers and readers have 
been asked to pay their shares. 

But there is a limit to soaring costs, and when that is reached 
publications go to the wall. Many have alrGady been driven out 
of business. In addition to being an undesirable disappearance of 
advertising media—in turn a curb on healthy, price-reducing 
competition—this is a direct blow at the freedom of the Press. 

The comparative optimism of the printers at Eastbourne must 
be tempered with determination to strain every nerve to help cut 
the costs which are threatening to kill publishing enterprise. 


German Pacemakers 


HE conference in Hamburg of advertising men from Britain, 
America and many European countries is an indication of 
the revival of Germany as a competitor for world trade. 

The talk at this gathering was of the value of advertising to 
national economies and international understanding. As a 
forerunner to the International Conference it was a good augury. 

In July the Germans will come to London and meet over two 
thousand delegates from every corner of the globe. They will see 
and learn the ways of democracy, and if the Conference achieves 
nothing else it will at least have made a small but vital contribution 
to understanding in the West. 


@Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Newsagents ‘ get 


ESOLUTIONS of vital 

interest to publishers and 
advertisers will be discussed at 
the 32nd annual conference of 
the National Federation of 
Retail Newsagents, Booksellers 
and Stationers to be held at 
Folkestone on June 4-6. 

One proposal will be that “in 
order adequately to guard and 
further the interests of the retail 
newsagent, the Federation must 
adopt a more positive and aggres- 
sive attitude in its dealings and 
negotiations with publishers and 
wholesalers.” 

The Conference will be asked 
to protest against the inclusion 
of loose advertising leaflets and 
insets in periodicals and maga- 
zines, and it will be urged that 
the publishers should be asked to 
stop this practice. 

These are the latest signs of 
the stiffening attitude of the news- 
agents, a sharp reminder that 
there are many sticky problems to 
be solved before complete har- 
mony is achieved between pub- 
lishers and distributors. 

—_— _ _- 


Final touches are being put to 
plans for a new major advertising 
agency, half British, half Ameri- 
can. It will have a four-barrelled 
name and the principals will be 
drawn from industry and London 
agency circles. Plans for the new 
agency call for emphasis on mar- 
keting at home and overseas. 

—_— —* _- 


Grocers protest at 


soap coupons 


ROTESTS by grocers may 

lead to changes ir some soap 
rnanufacturers’ gift coupon 
schemes. 

At the annual meeting of 
Sunderland Grocers’ Association 
members expressed “grave dis- 
approval” at the action of a firm 
of soap manufacturers in circulat- 
ing concessionary coupons 
through the mailing list of a firm 
of pools promoters. One grocer 
said only a third of his customers 
had received coupons. This was 
unfair. Voters’ lists sheuld be 
used for mailing. 

Pertinent question asked during 
discussion on gift schemes in 
general was: “Had the Ministry 
taken those schemes into account 
when the price of soap was 
raised?” Answer is “No.” 


Other criticisms have been 
made at Middlesbrough, Newport 
and Leigh, where “one or two” 
soap firms were mentioned. 

The grocers’ Federation is to 
be asked to take up the cudgels. 

_- —_ —_ 


After receiving restrained, 
“typically-British” invitations to 
London's International Advertis- 
ing Conference, prospective 
American delegates are wonder- 
ing what kind of social time to 
expect. Come-to-St. Louis litera- 
ture for the annual convention of 
the Advertising Federation of 
America leaves them in no doubt. 
It offers “generous hospitality 
during the second week of June 
when the red plush carpet will be 
unfurled”; and announces a 
“speakerless banquet-dinner 
dan ~ Sag 

— — 


Brewers planning 


ad. battles 


ITH beer sales falling, the 

brewers are planning exten- 
sive marketing and advertising 
developments this summer. New 
improved beers are about to come 
on to the market. 

On Monday retailers will re- 
ceive their first deliveries of 
Hammerton Oatmeal Stout 
restored to its pre-war quality. 
The brewers say a sales campaign 
will begin the same day. 

Watney’s (who recently took 
over Hammerton’s) are introduc- 
ing “Dairymaid” Stout—a new 
beer at cheaper price and lighter 
than the strengthened Hammerton 
product. 

Early reaction may be expected 
from competitors with  well- 
established stout sales. 

_- — —_— 


There is speculation in adver- 
tising circles about the rumoured 
change of a famous beer account. 
This would be rather a shock for 
the present agents who consider 
that campaigns designed by them 
have carried the product from 
strength to strength. 

— — — 


Poster prospects 


DVERTISING agents are to 
meet members of the out- 
door advertising industry at a 
London meeting next week. 
The Outdoor Advertising In- 
dustry Advisory Committee have 
taken the initiative in calling this 
meeting to discuss poster pros- 
pects after August | when the 
present “period of grace” expires. 


ROUND TABLE 


-W. PLAYER LTD 


30 FLEET STREET - LONDON E.C.4+ CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country 


a . - — vile 

1 ee ) 

| ee ee 

ee 

<a —$ : 

| Ps 

Gag ‘3 
s ™ 
sd ‘ . 
a z 
= 
a f 

. a : 

: | rrr | 
Bis 

Po FC 
— ———$—$—$—$ $e ne eed 

hs re 

4 
. and : ts S Si eal 3 mi 


May 24, 1951 ADVERTISER'S WEEKLY 


DON’T LIMIT YOUR ADVERTISING;! 


-+.Fing up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 


s a a ia ee ; eo lee 76 ban ake” een : i: nig oe , 
¥. a > . ~ fin) 
a: : es : 
a es cecehieneeel 7 
Ay) = s 
By ve 
ea : 
ee ; 
a. , 
rs - 
is ’ 
ee 
ers er 
* —_— 4 
Pe _ . fs +) “ 
RS a an s 
es < gt. : ; 
ia la is -_ . 
yrs > . fa 
Py ~~ Bika . ‘ t “ae 
p. ’ (Se : —< X, “as 
<a ee a as . 
a ly a ie S : 
ao Pd: ~ i" 
, pe oe |: 
8 QE ioe bs ‘ 
ale =e tS ie itis i . 
te aoe ae : 
* , a | 
7: ‘, ‘ iaev Dai c oa) 2 : d t ot J . day OE Wh ue q 
_—_.. et : ‘gs oe '- 3 a Pas, {aap 2 an j 
pid . ‘ pe a ct | ee ry i ‘ ’ F : ais ig 
ke ee ae be > " —. ire , : Ce , 
& « ey ¥ a. ba are . Vee & : ss a % : j 
r _ eee ee. + a 
sé va , * ‘ we ; . ag : : 
a hat ab ror) a). 4 
ia ee Out ad : ” - a 
ioe Yertising 3 J q 
it ot n b ‘ , _ 
o 4 USes } 
a > frains ang st a 
coe - 2. Ye ations 2% $ 
E = 3 me Pies: J 
area ae e+ pret Pla i‘ 
ie ‘ bi ae Be Aca ni, _ 7 4 . . ; a 
5 ) ‘ek re hs, ‘ line ig * . . % \ 4 ; 
eg $ nn a a i f ~re a | 
‘ oo ; " " Se one e ey “ ~~ Pea? 3 { 
he Be 7A Oe a ner ae a bbe iiinn - : 4 
* eas YY ue ee : . 7 BE sects ng- ‘ . 13 : i 
ae ae an | 
nr x ee ager = / , 
. : one ad 
ge P ™ fi —he ; F 
| a | 
- 
\ 
: 1 
| ee 
Y , 
3 
Py : : ee 
. _— —— Kh TTI " : . 3 f r . 


ADVERTISER'S WEEKLY 340 


May 24, 1951 


net sale in 


the world 


Daily Mirror 


daily inch 
per thousand 


space rate 


A Zanton Photo 


() 2g. - 0 Aaa oe ee | UG | ee ee 

a +t 

PO —“C;SwsSCSC“‘C‘éC a 5 
| oy) 

7 wt, 

4 : ay : 

‘e a) are 
ater ei 
fl Sie 
coe . 
OEP Te Pa 4 
— ‘  ) + et ¥ B 2 - 4 
| RE HIGHEST 
Ps - bata 3 3 eo : oor ; 
a ‘ ; (J ; te a P . y 
“aes aay } wee, ie 
2 “ ; = J \\ ¥,Y: 
4 f ay Yh daily i 
;, if ie 
: ‘wo - es at ; ' 
“a ° oe 
“ — 
“4 7 5 A a “a 
: : . 3 ae | 

a F ee Tie i 

. ae 4 
wh 4 
\i r ; 
it Be = “4 ; 
4 z “F 3 ¥ ¥ hy oo ies 
v 3 Ca es 
ee ~ “ ‘ : RE ib. ; : i 
i | s oe \ @ Lowest 
i, am } 4 es : -_ : ’ . 

- iON Mm. = s 
es 1 a Fe ~* ; : 
; ne b ae 

Se Am " 
a q Ad es 
ie - 2 
me So | 
ee p 
ie af : i 
ha ~- wll ee | 

o, ie ! f 

7 a 4 

" de 

v = 
; bs i oh ‘ sy = a 


2 >. 


i. ee ee ee bg 


May 24, 1951 


PLANS AND APPROPRIATIONS 


Mi 


ADVERTISER'S WEEKLY 


This being the 


period when many advertisers plan their advertising for the 
number of advertisers and 


year ahead, a 


agents were invited to state the principles on which they believe 


the expenditure of advertisi should be based, and how those principles should be applied 
rt 5. On. the pages they discuss basic planning research, 
media planning, planning for the new client, and planning a departmental store campaign. 


Get All The Facts, Decide The Objective, 
And Make Every Penny Pull 


under to-day’s conditions. On the following 


HEN planning how to 

spend an  a‘ivertising 

appropriation, the first 
step is to get all the facts. 

Facts about production, out- 
put, costs; facts about distribu- 
tion, of the product to be 
advertised and its competitors; 
facts about the market poten- 
tial. 

The second step is to get the 
objective clear. Where is the 
product to be sold, and to 
whom? What sales figure is 
aimed at? . : 

Only when these questions, 
and many others, have been 
answered can the media planner 
function. 

This is emphasised over and 
over again in replies received 
by ADVERTISER'S WEEKLY from 
advertisers and advertising agents 
who have been asked to State 
briefly the principles they con- 
sidered should be applied to the 
planning of an advertising cam- 
paign. d 

Agents are unanimous about 
another essential : 

There must be the closest 
co-operation and the most 
complete confidence between 
advertiser and agent. Unless 
the agent is enabled to see the 
complete picture, he cannot 
assess the selling problem and 
shape an advertising campaign 
to fit it. 

(This, of course, applies only 
when the agency plans the ap- 
propriation, but when the plan- 
ning is done by the clients’ adver- 
tising manager, the principles 
found valid by agency experience 
are equally applicable.) 


Every Penny 

Must Pull 
Several contributors stress the 
importance, especially under 
present conditions, of eliminating 
wasteful expenditure. One is 
Ellefsen, director, Foote, 
Cone & Belding Ltd, who 


writes: 
“Part of an agency's 


function 
is to plan the distribution of 


clients’ appropriations so 
every penny pulls. The 


every year. 

“Matching media to market 
has. therefore, always been a vital 
part of agency service. It is more 
vital than ever to-day. With 
media costs at their present high 
level, the detection and elimina- 
tion of waste expenditure is one 
of our primary jobs. This affects 
both the media and the creative 
functions. As far as we can, we 
have to use only those media 
which reach the advertiser’s best 
prospects, and no one else; and, 
having reached them, we have to 
say to them those things which 
will influence them most, and 
nothing else. 

“In the result, market research 
takes on an enhanced value, By 
market research we can identify. 
with some accuracy, what kind 
of people these best prospects 
are, and which media come 
nearest to reaching them alone. 
By market research we can also 
detine, though with less accuracy, 
the broad lines of appeal which 


will most influence them. It is 
then up to the space buyer to 
buy, and the creative man to 
create, within the broad limits 
indicated. 

‘ what we ask of an 
advertiser is that he will go along 
with us in planning his expendi- 
ture on that basis. No campaign 
can be 100 per cent waste-free: 
but a campaign which is based 
on consumer and media research 
will get a lot nearer to this ideal 


_ than a campaign which is based 
' on guess work alone. 


This isn’t 
a new or clever policy of our 
own. It’s an old policy—as old 
as the policy of fitting a gun 
with sights. But the higher media 
costs go, the more important it 
becomes to act on it, and to 
persuade advertisers to act on it 
too.” 


Plans Must 
Be Flexible 


A number of correspondents 
stress the extreme difficulty of 
planning under present uncertain 
conditions. Among the inhibiting 
factors are: 

A rising price level 

Rising media costs 


Planners Must Find The Answers 
To These Questions 


economically sound? 


sought to 


+ ++ + + HHH 


non-users dislike it? 


What are present sales of the product? 

What is present output, and what prospective output? 
What are the sales targets for the period of the campaign? 
What is the actual sales distribution? 
ES Se wre ae ae AND 


What volume of sales is required to make the campaign 
What is the strength of the sales force? In which are as 
is it strong and in which weak? 


What is the object of the campaign? 
What is the sex, age, income group of the people it is 
influence? 


Why do present users of the product like it? Why do 


Shortages of raw materials 

Fluctuations in demand 

A large advertiser, concerned 
mainly with “technical” products, 
writes: 

“The effect of rising prices 
means that unless extra money 
can be allotted or the standard of 
production reduced (which we 
are not prepared to do) one can 
do progressively less advertising 
for the same amount of money. 

“Frequent market fluctuations 
mean constantly changing themes, 
lack of continuity and unneces- 
sary expense. For instance, only 
a few months ago one of our 
products was selling hard, but 
almost overnight its constituents 
became rationed again, and ad- 
vertising had 
accordingly. The new scheme 
does not call for the same type 
of journals, so we have had to 
drop some in which we had 
advertised regularly for two 
years. 

“Shortages,” he adds, “Mean 
that the weight of advertising 
must be shifted, often at short 
notice, to products that require 
added help and are fighting in a 
freer market.” 

“A live agency can only work 
from hand to mouth under 
current conditions,” writes aa 
advertising agent (W. H. 


“Few clients are yet engaged 
on all-out selling. The principal 
problem is to tailor a campaign 
exactly to fit each client's needs: 
it must be sufficiently flexible to 
meet the changing conditions 
from month to month, and even 
from week to week.” 


Greater Consideration 
For Retail Outlets 


This factor of uncertainty is 
also emphasised by R. W. King, 
director, Greenly’s, who makes 
the point that advertising must 
consequently be planned with 
even greater consideration of the 
retail outlets handling the com- 
modity. 

“For instance,” he writes, “it 
is impossible to plan a campaign 
for a whole year. Shortage of 
supplies or irregularity of demand 
caused by increase or reduction 
of Purchase Tax, and similar 
factors, will tend to force an 
advertiser to concentrate his ad- 
vertising for a particular period. 

“It will influence him. too, if 
he has a range of products, as 
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PLANNING 


AIM TO NET RETAIL OUTLETS AND 
CONSUMERS IN ONE CAMPAIGN 


to the actual one that he dis- 
plays. For instance, a manufac- 
turer may well find that in 
offering a choice of products to 
his customers, he is going to need 
far more orders on one particular 
article than for the rest, in order 
to be able to maintain a certain 
price level. It may be slightly 
easier to make than the rest, need 
rather less material, and in fact 
may have suffered no increase in 
raw material price since the 
prototype was made. All these 
factors make it necessary for a 
manufacturer to get from the 
trade a much greater quantity of 
orders for this particular line, so 
that, by mass production, he can 
keep the price down to an 
originally agreed or an_ easily 
acceptable price. Consequently 
advertisements are prepared very 


THE BASIS FOR PLANNING 


Continued from previous page 


much in advance, featuring the 
particular product, and the 
retailer, appreciating the weight 
of advertising support to that 
product, places substantial orders 
with the manufacturer in ad- 
vance, to their mutual satisfac- 
tion. 

“Advertising, therefore, is more 
than ever having a dual role. It 
must, of course, be designed to 
attract the consumer, but more 
than ever it must be used in the 
closest possible co-operation 
with the trade in these extremely 
artificial days.” 


Classification 
Of Markets 


The peculiar conditions of to- 
day make a fourfold classifica- 
tion of markets necessary for 
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HERE is, of course, a vast 

difference between planning 
a campaign for the purpose of 
keeping a name alive and the 
selling of a product in a highly 
competitive field. 

There are few problems in 
planning a campaign for a unit 
where the order books are filled 
for several years ahead, as in the 
case of motor cars. There are 
a great number of problems when 
it comes to advertising products 
which are in even a higher com- 
petitive market than they were 
before the war. 

In relation to the latter, while 
certain broad principles can be 
applied in planning the advertis- 
ing, nevertheless, no two adver- 
tising problems are the same. 
however much the products are 
alike in purpose and appearance. 


Methods 
And Media 


The first principle is to provide 
a constructive basis for planning 
which will indicate the method 
and media to be employed and 
the amount of national, local and 
dealer effort, etc. etc., necessary. 

There are two factors requiring 
comparison. 


Firstly, every product has a 


maximum = market which © is 
dependent upon a consuming 
unit. For instance, the consum- 


ing unit in the case of a baby 
food is, in most cases the baby. 
not overlooking the fact that in 
some instances such products as 
strained 


spinach, apples and 


| 
Define Your Maximum Market 


advises W. Howlett, managing director, Derrick Advertising Agency. 


tomato soup prepared for babies 
make an exceptionally cheap and 
convenient pack-size for a single 
person. The consuming unit for 
a sheep dip is a sheep and the 
distribution of sheep is more im- 
portant than the distribution of 
farmers. a high percentage of 
whom do not keep or breed 
sheep. 

A clear picture of a maximum 
market for a product its usually 
obtainable by library research 
and the facts can be shown 
graphically so as to reveal the 
maximum sales possibilities area 
by area. 

Secondly, the actual sales distri- 
buiion of the product to be adver- 
tised should be available and 
could be charted in the same way 
as the maximum market enabling 
complete comparisons to be made 
for strengths and weaknesses in 
the actual sales results. 

It should be possible from such 
comparative information to for- 
mulate a policy for sales effort, 
either by developing sales from 
strategic high points or by lend- 
ing additional efforts to areas 
which form sales “vacuum.” 

In the many cases we have 
studied we have yet to find, even 
leaders in their own field, who 
do not suffer from such sales 
“vacuum” and where an improve- 
ment in such areas would not 
add to the total annual turnover 
We should, therefore. ask for 
sales figures by area to be 
supplied to us periodically so 
that comparisons with our maxi- 
mum market data could be made. 


advertising purposes, writes the 
advertising manager of a very 
large textile firm with a world- 
wide business. His classifications 
are: 

1. Priority markets with appro- 
priations designed for the dual 
purpose of selling the maximum 
volume of goods, and selling the 
reputation of the company with 
a view to repeat and expanding 


business. Over and above the 
normal preparatory routine of 
checking, with production and 


sales departments, the volume of 
goods allocated for sale, the 
volume shipped and ordered, and 
the market reactions and imme- 
diate prospects, there is the 
additional problem of allowing 
for long-term prestige needs. 
Regular consultation with on- 
the-spot salesmen and agencies is 
essential. 


2. Markets where we can do a 


straightforward selling job to 
maintain and expand turnover 
Previous years’ appropriations. 
with agency advice on changing 
rates and effectiveness of media 
are the working basis, supple- 
mented by the usual advice on 
sales and production, plus local 
information on present and 
potential competition and price 
consciousness. Campaigns are 
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THREE POINT 
PLANNING 


Our planning is based on 
three points: 
Facts, 
Flexibility, 
Forcefulness. 
All we ask our clients to 
do is to: 
Give us facts and figures, 
Pass layouts without 
delay, 
Pay accounts promptly. 
DON A. TIBBENHAM, 


Managing Director, Tibben- 
ham Publicity Ltd. 


broadly based on the major 
buying seasons established by 
experience. 


3. Restricted markets, at the 
moment including the home 
market. Appropriations in this 
category depend less upon the 
need to support and create sales 
(demand will exceed supply) than 
upon the need to use token sales 
as reminders, backed by advertis- 
ing to preserve brand names and 
goodwill, bearing in mind: 

(a) an estimate of the value 
and possibilities of such mar- 


kets under normal trading 
conditions. 

(b) the probable duration of 
artificial restrictions. 


4. Closed markets. where we 
set aside any appropriation esti- 
mated as essential for holding 
campaigns, using the two criteria 
applied in restricted markets. 


Campaigns Should Be Planned 


By A Special Team 


From Gee Advertising, Leicester. 


VERY year we prove two 

factors to be pre-eminent in 
successful modern advertising and 
marketing: 

The closest possible high-level 
co-operation between client and 
agency; 

The careful planning of every 
campaign by a_ specialist team 
rather than by separate specialist 
contributors. 

We perhaps make something 
of a fetish of being correctly and 
thoroughly “briefed”; and we 
believe this “briefing” can better 
be done at round-table confer- 
ences at board room level, than 
by telephone messages and 
written instructions. As often as 
possible, we suggest to each of 
our major clients that we con- 
vene and are brought up to date 
on current developments and 
projects. In this way we find. 
time after time, that problems 
and targets are clarified, blind 
alleys and dud leads avoided. and 
agreements reached upon general 
policies-—saving delays, irritation, 
and wasted work. We all, too, 
get to know one another better 


and become persons, not merely 
“names” or voices at the end of 
a telephone. 

Nor are we shy at putting up 
to our clients at intervals (most 
especially to new clients), exten- 
sive questionnaires requesting 
information which will enable us 
to get the client, his products and 
his problems into perfect focus. 

Always, too, we work here as 
a team, or teams. There is none 
of the “ivory tower” or “back 
room” about any of our opera- 
tions. The senior creative, pro- 
duction and media men and 
women are brought into the 
picture from the onset, and often 
the top creative people and the 
P.R.O. are as much at clients’ 
premises. or in conference with 
them here. as at their desks. The 
broad initial plans of every major 
campaign are worked ott in 
rough detail by the agency's 
planning board in concert; and 
here again, as at client-confer- 


ences, much wasted effort is 
spared in running down the 
essential “clue” to each indivi- 


dual problem. 
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Engrossed... 


“The Listener” is an authoritative publication read by the serious-minded 


people who understand and appreciate the good things of life. Men and women 

like these devote as much time and attention to considering things to buy as they 

oo] el) - . 

do to discussions of world affairs. So if you handle an above-average consumer 
y 2 

product — or a speciality manufacture for industry or commerce — put your 


advertisements before the 148,000 important readers of “The Listener”. 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


All enquiries to: Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.2 
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THE WHOLE AIM IS TO BUY IMPACT 


Asserts GEORGE WORLEDGE, 


Joint managing dir 


, Alfred Pemb Lid. 


== present conditions 
we believe that the principles 
of planning along sound scientific 
lines must still take precedence 
over the problems of to-day’s 
shortage of advertising space. 

We believe that the whole pur- 
pose of media planning is to buy 
impact as opposed to merely 
space. 

In practice this boils down to 
buying effective readership (as 
opposed to mere circulation) at 
the lowest cost per thousand. 

If one defines effective reader- 
ship as the right kind of people 
within the right area, it becomes 
obvious that we need to know— 

What is the precise object of 
the campaign? 

Who are the people we are 
seeking to influence? (sex, 
age, income, etc.) 

Where do they live? 

What media do they see? 

Once we know the answers to 
questions 1-3 we can probably 
supply the answer to question 4 
from a combination of published 
readership surveys and the work 


on litem 


KENT 


ae 


of our own research department. 

If we do not already know the 
answers to questions 1-3, we 
should require the client to allow 
us to carry out a survey to find 
out. 

The same survey would also 
establish, among other things— 

Why users like the product and 
how they use it; 

What non-users dislike about 
the product and why they do 
not use it. 

Answers to these questions are 
fundamental! when planning the 
copy approach. 

If. having pin-pointed the 
problem and the solution in 
terms of media, to-day’s shortage 
of available space prevents full 
utilisation of the first media 
choice, there are the usual other 
effective solutions—providing the 
precise nature of the problem is 
known. 

We believe that to plan expen- 
diture on any other basis is 
wastefully inefficient, a needless 
shooting in the dark, and we 
believe that the time will come 


Kort 
Fatih Mom — 


MESSENGER 


The County Paper of Kent 


LONDON: 


80 FLEET STREET 


MEAD OFFICE: 
MAIDSTONE 


when most agencies and most 
clients will share our view. 

In short, the days of “space 
buying” on inspired hunches, or 
because the rep. is a nice chap, 
will soon be over. 


Maximum Impact On 
A Selected Group 
Is The Object 


Writes Robert Brandon, managing 
director, Robert Brandon & Partners 
Led. 


OuR PLANNING policy can be 
summarised as concentrated 
effort with repetition of message, 
theme or style, in a defined area 
or through a chosen medium to 
obtain maximum impact on a 
selected group. 

For home sales— 

The popular Press is still the 
most economical basis for deliver- 
ing a message rapidly over an 
area with a large population; we 
must therefore judge whether 
sufficient space is available for 
our purpose. When Press cover- 
age is weak, we weigh up the pos- 
sibilities of strengthening it by, 
or replacing it entirely by, posters 
or films, so conceived that they 
will impart sufficient information 
to the beholder during the few 
seconds in which they can retain 
his attention. 

Editorial publicity is sometimes 
obtainable and the effort in that 
direction will be measured 
according to the possibilities it 
offers. 


*, Se 


May 24, 1951 


Time for preparation is another 
factor. All advertising should 
be “pre-packaged” to some 
degree; delays in production, as 
much as in publication, may well 
influence our calculations. 

Printed matter, for distribution 
or display is usually considered 


in co-ordination with other 
media. 
Direct mail, supported by 


specialised publications, will be 
used when a product or service 
is confined to selected prospects 
too scattered for general appeal. 
For overseas— 

We proceed as above, but, 
where available, the radio will be 
taken into account on a cost per 
listener basis, just as the Press is 
taken into account on a cost per 
reader basis and the cinema on a 
cost per viewer basis. 

Ideas usually come later on our 
planning agenda, but are not less 
important for that. The theme 
must be simple, the language 
plain, the style bold, and the mes- 
sage clear and human. 


Continuity Despite 
Space Frustration 


By Arnold E. Jones, managing dirce- 
tor, Good Publicity Ltd., Colwyn Bay. 


WE GET FRUSTRATED when our 
blue prints get modified at space- 
buying stage but it keeps us “on 
our toes.” We “play ball” with 
the nationals and think most of 
them give us a square deal, even 
for new advertisers. So, as we 
know we cannot get enough 
regular space in the big circula- 
tion field we achieve some degree 
of continuity, for clients with 
national distribution, by other 
means: influential locals, screen 
time, posters and retailer-co- 
operative advertising in areas 
where results have been promis- 
ing. 


Keys To Success: Domination, 


Concentration, Repetition 
Says I. W. Lyon, of W. S. Crawford Ltd. 


THERE ARE no “principles of 
planning.” Although _ two 
agencies, given the same problem 
to solve, might arrive at the same 
answer, the chances of their doing 
so by the same means are prac- 
tically nil. 

The agency is given the facts 
about the product—such as 
whether its appeal is to men or 
women, young or old, married or 
single, rich or poor—and from 
there on travels its own road. 
Its course is not predestined. 
There is no routine procedure 
which compels one to use or not 
to use, say, the national morning 
papers or the Sundays, the 
general weekly periodicals or the 
religious Press, Peg's Paper or 
Comic Cuts. 

Much depends on the effect 
the advertising is intended to 
produce and when, and how 
much money is (a) necessary and 
(b) available to produce it. Or 
the campaign's course may 
depend on the results of a pre- 


liminary market survey, as is 
becoming increasingly necessary 
in these days of social and 
economic topsy-turveydom. 

There is now more money at 
the lower (and larger) end of 
what used to be called the social 
scale, and proportionately more 
money must be spent to bring 
the advertising of products of 
mass appeal—and in some cases 
of what yesterday was class 
appeal—before jt. 


Size of space and frequency of 
insertion are two of the biggest 
factors bearing on media and if 
they do not satisfy the needs of 
a campaign they can, and do, 
alter its course and _ nature. 
Domination, concentration and 
repetition are still the keys to 
success in the advertising king- 
dom. 

It is vitally important to 
remain unenslaved by the soft- 
spoken vendors of “a six inch, 
double-column monthly.” 
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‘VO GUE KNITTING BOOK 


... a best seller/ 


1. The current issue is again 
a sell-out, over 130,000 copies 


—biggest print order ever. 
2. Advertising carried at record level. 


3. 6,000 replies from one advertisement. ; 


To advertise in a best seller is the best investment... su invest in 


VOGUE KMTTING BOOK 


* Book at current rates before Ist June, 1951. 


NEW ADVERTISING RATES. NEXT ISSUE, Neo. 39. 
Effective lst June, 1951. Published 21st September, 1951. 
CLOSING DATES: 
Colour £270 per . 
Trea et Colour 19th July. 
Black and White £160 per page. Black and White 2nd A ' 


* Wire, write or phone: 
THE CONDE NAST PUBLICATIONS LTD., 37 Golden Sq., London, W.1. Gerrard 9060 
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If you'd rather nobody knew what you were doing, 
then yours is the sort of business we can’t help. Our ‘signature’ 
papers, for instance, would be no use to you, because they get people 
known . . . quietly, insistently, widely. A signature paper is an 
individual box paper, designed and printed by us, which carries 
your name or monogram or trade mark or slogan. Symbols ex- 
pressing confidence in your products and identifying them in the 
long journey from factory through wholesaler to retailer and at 
the point of sale. 

Apart from the initial cost of printing and/or embossing rollers 
prices are on the same basis as for stock ranges. 


SANDERSON 


make 


Signature papers 


62/53, BERNERS STREET, LONDON, Wel 


PLANNING FOR THE NEW CLIENT 
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The Relationship Depends 
On Mutual Confidence 


By R. S. CAPLIN, 


HIS is an outline of my 

procedure when advising a 
new client on the planning of 
his advertising appropriation. 

1 make it clear that the relation- 
ship between advertising agent 
and client, if it is to be success- 
ful, must be based on mutual 
confidence: that is to say, not 
only must he have confidence in 
me, and my organisation, but we 
must have confidence in him and 
in his product. 

He must have confidence in us 
because, if we are to do the job 
properly, we must be put in pos- 
session of facts and figures which 
he probably gives to no one in 
his organisation outside his board- 
room: and he must be able to 
trust us as implicitly as he trusts 
his co-directors. (That, incident- 
ally, is one of the reasons why 
we never work for two organisa- 
tions in the same field.) We must 
have confidence in him, because 
we must be sure that he does not, 
once policy has been determined, 
do something, either in regard to 
his product or his methods of 
trading, which will “rock the 
boat.” 

I ask him, in the light of that 
mutual confidence, to give me the 
answers to the following 
questions: 

(a) What are your present 
sales in units (grosses, tons, or 
whatever the yardstick is)? 

Assuming that you can break 
down your selling price under its 
three prime headings--cost of 
manufacturing, cost of distribu- 
tion and cost of capital involved 
(i.e. profit}— 

(b) What is the unit cost of 
manufacturing, and of distri- 
buting, on present sales figures? 

(c) What is the maximum 
output of which you are 
capable? 


Managing Director, R. 8. Caplin Ltd. 


(d) What would you estimate 
the unit cost of manufacturing 
to be, at maximum output, 
assuming that you could sell all 
you produced? 

With these answers before us, 
We can reasonably make a num- 
ber of important deductions. In 
most cases, as production, and 
sales, rise beyond a certain figure, 
percentage cost of manufacture, 
and of distribution, drop fairly 
sharply; at the same time, the 
percentage of “profit” rises, as 
does also the total figure on which 
that percentage is based; so that, 
when sales go up, the “actual” 
profit is increased in two ways. 

To present this in its simplest 
picture, let us assume that, at 
present the client’s output is 
100,000 units, at a realised selling 
price of £1 per unit, and that his 
costs are as in the table. 

As will be seen from these 
figures, the return per unit under 
the heading “Cost of Capital” i 
doubled when the sales are 
doubled, but the actual return is 
multiplied by four: ie., it has 
increased from £15,000 to 
£60,000. 

On the basis of this informa- 
tion, the next question which has 
to be answered is: 

What is the client prepared 
to allocate, out of that “hypo- 
thetical” increase, in order to 
achieve the actual increase— 
and will the amount allocated 
be sufficient to secure that 
increase? 

If, after a study of the market 
(including, of course, his com- 
petitors’ advertising appropria- 
tions) we agree that it is a 
reasonable assumption that he 
should be able to double his 
turnover by an expenditure on 
advertising during the year of, 


(Continued on page 350) 


100,000 UNITS GIVING A NET REALISED RETURN OF 
£100,000 


COST OF MANUFACTURE 
(Materials, Labour Cost, Con- 
tainers and Display Material, 
Overheads) : rah 

COST OF DISTRIBUTION 
(Selling, ty Despatch) 

COST OF CAPITA 
(Profit) ... + 


100,000 at 13s. 6d. per unit £67,500 
100,000 at 3s. 6d. per unit £17,500 
100,000 at 3s. 0d. per unit £15,000 


200,000 UNITS GIVING A NET REALISED RETURN OF 
£200,000 


COST OF MANUFACTURE 
(Materials, Labour Cost, Con- 
tainers and Display Material, 
Overheads) ° eee 

COST OF DISTRIBUTION 
(Selling, Invoicing, Despatch) 

COST OF CAPITAL 
(Profit) . ’ 


200,000 at 11s. 6d. per unit £115,000 
200,000 at 2s. 6d. per unit £25,000 
200,000 at 6s. 0d. per unit £60,000 
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SPECIAL ISSUE for July 20 will 


emphasize your place in this historie picture 


HE Royal Aero Club is celebrating its Golden 
Jubilee with a grand pageant and international air 
rally at Hendon; many thousands of home and overseas 
visitors are expected to attend. 
In a much enlarged issue on July 20, FLIGHT will trace 
the story of British aviation—emphasizing the vital part 


our industry has played in aeronautical progress since 


Link up with this great 
double event 


the turn of the century. Stories of the great manufac- 
turing companies and their products will be included 
in this magnificent souvenir of 50 years’ achievement. 
Here is a unique opportunity to mark your association 
with the early days, by taking prominent space and 
claiming due credit for the part you have played in the 
development of aviation. 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1. WATERLOO 3333 (60 LINES) 
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the masses what they want 


KI. (etts 


K. J. Petts is one of Britain’s foremost artists and 
one of JOHN BULL’s select circle of illustrators. 
To the first-class fiction for which JOHN BULL is 
famous, Petts’s fine drawings bring the realism and 
colour which the masses want. Here is popular 
weekly journalism of unparalleled quality, possessing 


a marked influence on over a million big-spending 
families. 


a eee 
ae b 
eS ty 


eerie? 


A Giant by Any Standard i 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.c.2. ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR A sTRAIonT une @ 
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Planners 


and 
Producers 
of 
DIRECT 
MAIL 


RESULTS 


IF 
IF 


IF 
IF 


IF 


to the general public 


you wish to approach 
selected groups of 
consumers 


particular trade group 


you must mail to any or 


concerns 


services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


SIMMONDS 


(POSTAL PUBLICITY) LTD 


82-84 PECKHAM RYE 
LONDON SEI5 
Telephone : NEW CROSS 5541 


Together with our associate company 


SIMMONDS PRINTERS LTD 


| 
} 


Audit Bureau nett sale 


your campaign is directed | 


you want to contact any 


several kinds of industrial | <5plementary industries. 


you need any or all of the | 


| are 


| tricts, which have a population 


| it has become a domestic institu 
| tion, which is read carefully and 


“The Cleckheaton and 
Spenborough Guar dian” 


“The Heckmondwike 
Herald” 


Average weekly nett sale, 
July to Dec. 1950 


Flat rate for trade advertisements 
6/6 per inch 


Entertainments, auctions, 
Public notices 


10/- per inch 


The only newspapers in 
the Dewsbury area giving 


figures. 


London Representative: 
EDWIN GREENWOOD LTD. 
Thanet House, 231 Strand, W.C.2 


THE 


“TANELLY MERCURY” 


The main industries of Llanelly 
Steel, Tinplate and Coal, 
together with their ancillary and 


The Llanelly Mercury covers the 
Industrial and Agricultural Dis- 


of over 70,000. 


Essentially a family newspaper, 


with deep interest, having by tts 
District and Welsh news, a 
special appeal to the vast 
bilingual population of the Area 


If your products or services will 
benefit this area, you can do no 
better than advertise in the 


“LANELLY MERCURY” 


42/44 MARKET STREET, 
LLANELLY, CARMS. 
Tel. Lianelly 1000 and 1001 
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Relationship Based On Mutual Trust—continued 


say, £30,000, it follows that his 
profit will be increased from 
£15,000 to £30,000 at the same 
time. It is important not to lose 
sight of the fact that the expen- 
diture of £30,000 over the year 
“true” expenditure, 
except from the accountant’s 
point of view in presenting the 
balance sheet at the end of the 
year: if the advertising agency 
and the sales staff do their job 
properly, the advertising cam- 
paign will be “merchandised” to 
the trade by the sales staff well 
ahead of its appearance, so that 
the trade stock up in preparation 
for its launching. In practice, it 
often works out that the money 
starts coming back to the client 
in increased sales before the ad- 
vertising agency bills him for the 
first month’s advertising: from 
then on, if the campaign is suc- 
cessful, it should largely finance 
itself. 

I must here emphasise that all 
the above figures are, of course, 
necessarily hypothetical, and that 
they have been drastically simpli- 
fied in their presentation; but it 
is the method of interpretation, 
aS a guide to action, that I am 
trying to demonstrate. 

Having agreed the appropria- 
tion, I next ask myself, “Which is 
the most effective use of the 
money available?” Shall we try 
the “atom bomb” technique—a 
concentration of the largest 
spaces available in a short list of 
mass circulation media, or shall 
we spread the appropriation over 
the widest field, to provide for 
regular insertions, in the largest 
number of media, over the 
longest period? 

The answer to this is often 
determined (quite apart from 
current space shortages!) by the 
nature of the client’s business, 


his product and the type of 
people who buy it. 

If he were an old-established 
manufacturer of conservatively- 
styled ladies’ “comfort” shoes, 
who is, therefore, already well 
known to the trade, I should be 
inclined to recommend the 
method of quiet reiteration 
afforded by the use of frequent 
small spaces in as many areas 
as possible. 

If he were a comparative new- 
comer, manufacturing low-priced 
ladies’ “fashion” shoes (and, 


‘Let Us Right In’ 

If I were asked by a new 
client to advise him, in present- 
day circumstances, these would 
be the principles of co-operation 
which I should ask him to accept: 

TELL US HIS OBJECTIVE 

FRANKLY. LET US 

RIGHT IN. ADMIT Ex- 

TRAORDINARY _DIFFI- 

CULTIES IN ADVERTIS- 

ING TO-DAY AND 

DETERIORATION FROM 

PRE-WAR BASIS. ACCEPT 

OUR _ PROFESSIONAL 

GRASP OF THE SITUA- 

TION AND OUR ABILITY 

TO MAKE THE MOST OF 


IT. 

. H. A. COCKS, Managing 
Director, Gordon & Gotch 
Advertising Ltd. 


therefore, likely to encounter 
sales resistance from the trade to 
stocking “yet another range”) I 
should be inclined to plump for 
the “large space, large circula- 
tion” campaign, if only to make 
as sure as possible of trade co- 
operation—because nothing suc- 
ceeds like something that looks 
as though it’s certain to be a 
success. 


Establish These Four Basic Points 
Writes GEORGE WARDEN, 
managing director, Armstrong Warden Ltd. 


IN PLANNING a campaign for a 
new client, and equally for a new 
product, we ask for the closest 
co-operation in the marketing 
plans; also, where appropriate, a 
market research for guidance on 
doubtful points. We seek a con- 
ference with his sales and fac- 
tory managers to establish the 
following points: 

The potential market, its size 
and the sex, age and income 
groups of its components; 

The output capacity during 
the first 6 and 12 months; 

The sales target for these 
periods and the margin of 
profit allowed for advertising 
purposes; 

The strength of the sales 
force—is jt adequate to permit 
of immediate national cover- 
age, or only regional approach” 
Having established the fore- 

going and assuming the pack is 
in existence and satisfactory, then 
we can proceed to plan: 


Launching date to the trade; 

Dealer aids necessary: point- 
of-sale material; travellers 
folders; necessity for mailing(s) 
to retailers with or without 
sample pack. 

Amount and period of trade 

Press advertising. 

It will be seen that at this stage 
we will know the balance of ap- 
propriation available in a given 
period for consumer advertising. 
This. allied to the market, will 
enable expenditure schedules to 
be planned. Rarely in these days 
of inflated rates will an appro- 
priation permit the use of all 
available types of media for a 
nationally-distributed product. 

Finally, we seek so to immerse 
ourselves into the proposition 
from its inception that the client 
has complete confidence that 
our knowledge of the background 
will enable us to co-operate to the 
fullest extent in all his activities, 
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PROFITABLE MEDIUM 


FOR 


DISPLAY ADVERTISING 


TH 


E 
INVESTORS’ CHRONICLE 


which reaches those with the power to BUY 


* 


AN 


ESSENTIAL MEDIUM 


FOR 


FINANCIAL ADVERTISING 


THE 
INVESTORS’ CHRONICLE 


which has the largest circulation 
of any financial and investment _ 
weekly in Britain. 


* 


11 GROCERS’ HALL COURT, GEORGE BULLOCK, 


LONDON, E.C.2 Advertisement Manager, 


MONARCH 8833 (10 lines) 
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ADVERTISER'S WEEKLY 


July—Dec. 1950 
A.B.C. Figures 


London Representative : 


CAMBRIDGESHIRE TIMES 


GROUP 
* 


65,123 


* 
TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


Copies 
Weekly 


PRINTING 


AT ITs 


Weare in a position to undertake the uction of an estab- 
lished Weekly or Monthly Journal in 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
: | Telephone : BUCkhurst 1252 - 1002 


BEST 


y or Medium 8vo. 


EMMOTT ac 


O LTD. 
LONDO 31 KING sr | 
iC: 2' BeDFonG STREET VOESTER 3 


W.C.2 


Redferns are the original makers of rubber mats for counter and 
floor space advertising. Write for full particulars and illustrated 


folder to: 


NATIONAL ADVERTISERS’ DIVISION, 


REDFERN’S RUBBER WORKS LIMITED « HYDE - GHESHIRE 


RENART 
STUDIO LTD 


EALING 3362 
» 444 
» ‘712i 


SCREEN PRINTING 


ROTAPRINT & MULTILITH USERS 
Sis none .... Our speed is 
your asset. 
for QUALITY end RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3S Academy Buildings, Fanshaw Street, N.! 
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ADVERTISER VIEWPOINT 


PLANNING CAMPAIGNS FOR 
SPECIFIC PRODUCTS 


NUMBER of advertisers 
state how they are planni 


able for advertising and its 


to advertise their own products 
during the months ahead. Here 
are extracts from their letters: 

Norvic Shoe Co., Ltd.: 

In the past year the advertising 
of Norvic Shoes has greatly ex- 
panded in scope and media 
coverage. In the coming months 
this expansion will increase. This 
change has been made possible 
by a bigger advertising budget 
and by the exclusive use of 
women’s magazines. A _ special 
campaign was launched this 
spring to push the Norvic Colorfit 
—the multiple fitting shoe that 
is made in many fittings to each 
size and half size. ; : 

Our advertising policy is a 
very simple one; we concentrate 
on the three periods of the year 
when we know by experience 
that women buy shoes most 
readily Easter, Whitsun, Septem- 
ber—October. We do no adver- 
tising in January or August. 
Media are chosen in two ways: 
(a) to cover the concentration of 
our provincial outlets (agents), 
(b) to make the brand name as 
widely known as possibie in the 
national Press and magazines. 
Pilot tests have been made in cer- 
tain media with remarkable 
results. 

We select two shoes for each 
month to be covered by the 
schedule and we not only offer 
the free use of stereos to all 
Norvic agents, but we also 
defray half the cost of any spaces 
they care to take on their own 
initiative (using their own sign- 
off at the bottom of each adver- 
tisement in whatever form they 
best like). This offer was snapped 
up by the really active agents and 
we set aside a considerable sum 
of our annual budget to cover 
this co-operative advertising. 

Thorn Electrical 


Our main advertising efforts 
serve two separate sales divi- 
sions, i.e. 

(a) Atlas lamps and lighting 
equipment 

(b) Ferguson radio receivers 
—radiograms and television 
receivers. 

Our approach to the problem 
of planning our advertising cam- 
paigns must depend to a con- 
siderable extent upon three main 
considerations : 

(a) The production pro- 
grammes and the extent to 
which they are likely to be ful- 
filled in the light of prevailing 
conditions; 

(b) The sales targets and the 
probability of their being 
reached in the light of prevail- 
ing conditions; and : 

(c) The probable sum avail- 


quacy or otherwise to 

enable the sales targets to be 
reached and to sustain and 
expand the company’s goodwill 
and its brand names. 

A number of unknown factors 
enter into this calculation, i.e. the 
rise or fall of consumer demand 
according to conditions likely to 
prevail six months hence and 
these again are of course to a 
large extent dependant upon 
other factors such as the inter- 
national situation. 

Lamps and lighting equipment 
are, however, very much in the 
nature of indispensable products 
and world conditions reflect upon 
these more noticeably in the 
export than in the home market. 
As regards radio and television it 
is noteworthy that this side of the 
industry has been experiencing a 
heavy demand for some consider- 
able time. With the extension of 
the television service to the 
North of England and Scotland 
next winter it is expected that 
despite the increased purchase tax 
the demand will become even 
greater and that the manufac- 
turers of reliable instruments will 
have no serious sales problems, 
their main concern being to keep 
production flowing. 


Ad. Rates Higher 
Than They Need Be 


With regard to the choice of 
media, several factors have to be 
taken into account, not the least 
difficult of which is the avail- 
ability of newspaper space at the 
time when it is needed. Some- 
times it is found that even when 
space is available its much inflated 
cost renders its use uneconomic. 

Allowing for the increased cost 
of newsprint it is felt that in many 
cases advertising rates are a good 
deal higher than they should be 
or indeed than they would be if 
the queues of would-be adver- 
tisers were shorter. Jf will be in- 
teresting to see to what extent 
rates will come down now that 
the price of newspapers is up. 

Sebel Products Ltd.: 

_ This Company’s products fall 
into two quite different classes so 
far as selling and media are con- 
cerned. Sebel Steel Furniture 
advertising is mainly addressed 
directly to the large user of 
furniture—the buying officer of 
a public body, the welfare man- 
ager of a large factory or the 
general manager of a catering 
concern. 

This business is largely non- 
seasonal. Our appropriation is 
therefore distributed evenly 
through the year, and is spent 
mainly in those sections of the 
national Press which we have 
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RADIO REVIEW LTD., 67 GRAFTON STREET, DUBLIN, IRELAND 
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creates a record! 


With its present weekly print order of over 
120,000 (non-returnable), RADIO REVIEW 
is making Irish publishing history. Never 
before has any independent Irish weekly 
paper achieved this circulation (only excep- 
tions are the Sunday editions of two dailies), 
and with rates unchanged at 20s. per s.c. inch 
and an_ all-week, all-family audience, 


. 


“a . 
i 


RADIO REVIEW is far and away the finest 
advertising value in Ireland. Any plans to 
reach the Irish family market must include 
RADIO REVIEW, Ireland’s national radio 
weekly, which gives your advertisement a full 
week’s life in homes with money to spend 
for the lowest-ever cost of 2d. per inch 
per 1,000. 


WEEKLY PRINTING NOW 


. 


@ LONDON REP: D. W. MAYES, 69 FLEET STREET, E.C4., PHONE CENTRAL 4447 
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London, Ontario, is only one of many prosperous cities 
across the three thousand miles of Canada. In every 
city there are groups of business men of initiative, in 
manufacturing, industry, finance or retailing who are 
looking for new types of goods, equipment or services. 


How can you give them your message at minimum 
cost? Distance defeats the idea of personal representa- 
tion. Too costly, too slow... 


Canadian business periodical advertising is the effec- 
tive answer. You can buy advertising space economic- 
ally to reach exactly the group of business men you 
want. A letter by airmail to this Association will bring 
you an answer in only a few days. Tell us the branch 
of business, industry, or retailing in which you are 
interested, and we will send you immediately sample 
copies of the business publications ap- 
plicable, together with advertising rates 
and audits of exact circulations. 


The 102 member periodicals of the 
Business Newspapers Association will 
be happy to help you increase your 
sales in Canada. 


The emblem 
that identifies 
business papers 
of character 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 


137 WELLINGTON STREET WEST, TORONTO 
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Campaigns for Specific Products—continued 


learnt from experience are read 
by our prospects. 

Our Mobo Toys advertising is 
more difficult and more varied. 
The business is very sharply 
seasonal, and we recognise that 
real consumer selling is achieved 
mainly at the final point of sale. 

Any national campaign we 
undertake is always accompanied 
by a direct mail “merchandising” 
campaign. Our national adver- 
tising can increase the general 
demand for Mobo Toys; but the 
job of steering the prospective 
buyer through a particular shop 
doorway is one that the retailer 
himself must tackle on a local 
level. We give him every possible 
help by providing blocks, cinema 
slides, display material,  ete., 
free of charge. 

Our Mobo Toys advertising has 
two peaks: one, in our approach 
to the retail trade, about October: 
and another, for our consumer 
advertising, in early December. 


Watney, Combe, Reid & Co., 


Watneys advertising budget is 


based on the estimated needs of 
poster, Press, window displays, 
and point of sale aids, for twelve 
months and in turn is related to 
tied and free trade sales. 

If we aim at increasing sales 
of beer in our tied houses, we 
generally support this effort with 
large scale London poster 
schemes, using all three principal 
sizes; if special emphasis is 
needed for our “Free” trade in 
some area we are likely to back 
this with posters and/or Press in 
that area. 

There is always the possibility 
of a new beer being introduced 
for which advertising provision 
has not been made, and it is cus- 
tomary to have a useful reserve 
against this sort of thing. 

For Watney’s purpose, London 
and home counties Press and 
poster sites, are the advertising 
mainspring, and unlike national 
advertisers, choice of media is 
not complicated, although like 
every other advertiser, Watneys 
have difficulty in getting the 
spaces they want. 


HE exact nature of any par- 

ticular campaign depends 
upon the type of store and the 
nature of its clientele. But cer- 
tain considerations may be taken 
as axiomatic: 
1. Avoid any display of weak- 
ness. Although one may suc- 
ceed, either by a flashy adver- 
tising campaign or through 
cutting prices drastically, in 
clearing inferior stocks, it is 
highly doubtful that one en- 
hances the reputation of the 
store in the long run. 
Keep store traffic moving. This 
entails, inter alia, a fully co- 
ordinated display policy and an 
advertising plan designed to 
keep every part of the store 
before the public eye. 


tw 


3. Keep stocks turning. In this 
connection, a modest price 
reduction in a_ slow line, 


coupled with judicious adver- 
tising, is to be preferred to a 
sensational sale which “cuts 
prices to the bone.” The former 
course of action should con- 


firm your reputation with 
regular customers for good 
value, whereas the latter may 


serve only to lower the stan- 
dards you have set for yourself. 
Take your geographical loca- 
tion and the buying “pattern” 
of your neighbourhood into 
account in order to correlate 
the anticipated results of a 
campaign with the ability of 


> 


the selling staff to cope. 
5. Ensure that the tone of your 


SEVEN AXIOMS FOR A 
STORE CAMPAIGN 


By the advertising manager of a London department store 


advertisement suits the charac- 
ter of the selected media. 

6. Distribute your allocation so 
as to provide adequately for 
“reminders” and “follow-ups.” 

7. Honesty (in advertising, as 
elsewhere) is the best policy. 
Experience has convinced the 

writer that successful department 

store advertising is, like genius, 

90 per cent perspiration and 10 


per cent inspiration. Although 
“snap” decisions may lead to 
occasional triumphs, fortune 


generally reserves her smiles for 
the man who is capable of taking 
the long view. 

If, then, we accept advance 
planning as vital, it follows that 
the department concerned must 
be well organised. 

Co-ordination with related 
departments, such as display, 
buying and merchandising, seems 
an obvious requirement. And 
yet many a carefully planned 
campaign has fallen down owing 
to personal animosities or rivalry 
between departments, or simply 
to insufficient liaison. 


What are you trying to 
achieve? Certainly, in general 
terms, a consistent, long-term 


policy designed to build up, over 
the years, the store’s reputation 
for dependability and service. 
The firm’s reputation for service 
is primarily a matter of staff 
relations, but advertising can help 
by keeping the staff on the floor 
fully informed at all times. 
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CCURIST WATCHES » | » | a | r 1 r 1 ) 
BOB MARTIN’S PRODUCTS P| r w 
BOOTS PURE DRUG CO. LTD (National and Medical) d d d 


BROWNS OF CHESTER LTD 


SLLIYWFIAF 


CABLE MAKERS’ ASSOCIATION 
CHUBB SAFES & LOCKS 
CIRO PEARLS 


CIVIL DEFENCE (C.0.1 


LI-LO (P.B. COW LTD » | 
DORVILLE CLOTHES = a 
DURESCO PAINTS J 


THE “ECONOMIST” 


GL1T ONISILYIAGV 


FERRANTI RADIO AND TELEVISION 
GALE LISTER & CO. LTD (MALDANO) 


GENERAL SERVICES (LONDON) LTD 


WILLIAM HOLLINS & COMPANY LIMITED (‘VIYELLA’, “DAYELLA’ sy >| & 
JOHN G. HARDY LTD a 
ILFORD FILMS \ J dj y 


IMPERIAL CHEMICAL INDUSTRIES LTD (METALS & FERTILISERS 


KARDOMAH COFFEES AND TEAS 


LILLEY & SKINNER SHOES 


NOGNO1T JL3guLS GYOALYAH Ol 


MANN CROSSMAN & PAULIN LTD BEERS 


MARTIN’S OF PICCADILLY 


MORTON SUNDOUR FABRICS [ 
NATIONAL INSTITUTE FOR THE BLIND 
NEWMARK WATCHES a d J 


REVELATION SUITCASES 


IM 


ROBREX (J. & J. COLMAN 
ROTHMAN CIGARETTES 
GEORGE ROWNEY & CO. LTD 


THE BRITISH DRUG HOUSES LTD 


W.B. CORSETS : | : r 1 
WHITAKER’S ALMANACK I 
INC DEVELOPMENT ASSOCIATION | } 


Lief WONTASOUYD ANOHAATAL - 
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Wanted, A Copywriter— 


TO BE A FARMER’S JOY 


By WILTON EVAN 


ITHIN the hall of 

advertising fame there 

is surely a special niche 
reserved for a copywriter who 
can produce good “agricultural” 
ads. 

Too many ads. directed at 
farmers deaden rather than adorn 
the pages of weekly newspapers 
circulating in agricultural areas. 

Farming is not a lyrical pas- 
time but the copy for many ad- 
vertisements directed to farmers 
is much too “down to earth,” 
lacking that extra spice of fresh- 
ness and fertility. 

“Cocoidiosis kills chicks” pro- 
claims one effort. “This deadly 
disease is spread by the droppings 
of infected birds.” we are told. 
“Controlled trials have shown 
that outbreaks can be checked 
rapidly by giving Sulphameza- 
thine, 16 per cent solution in the 
drinking water—four tablespoon- 
fuls to each gallon.” This copy is 
accompanied by a woebegone 
picture of a chick, presumably at 
its last chirp. 

“Defeat Blackleg” is another 
cri-de-coeur also widely used. 
This has nothing to do with 
labour troubles—as the sketch of 
a particularly sheepish sheep 
indicates. The advertisement re- 
commends a vaccine and a serum 
for use against a disease which 
affects sheep. 

These are two typical efforts. 
Their wide use in country week- 
lies would indicate an effective 
sales pull. But surely farmers are 
responsive to appeals presented 
with less rough realism? 

Somewhere within the make up 
of the most gnarled and grumpy 
son of the soil is a spark of in- 
spiration. Farming is not all 
muckshifting; there is “likewise 
the wind on the heath.” Could 
not more sweetness of life be 
captured in copy for the farming 
community. The Banks make 
their appeal in these areas with 
some charming and forceful art- 
work. 

Admittedly, it is hard to wax 
poetic about harrowing or to 
offer limpid prose about the pests 
and vermin of the countryside, 
but a fine future awaits the copy- 
writer who takes the bit in his 
teeth and succeeds in being the 
farmer's joy. Why not a captivat- 
ing picture of young lambs 
a-gambol, and then a “black leg” 
warning, for example? 


* * * 


ITH mock modesty or re- 
markable lack of news sense, 
some weeklies continue to ignore 


good stories under their own 
noses. No such mistake is made 
by the Manchester City News and 
its associated papers. Recently, 
they featured the installation of a 
new linotype, the second within 
recent months. A double column 
picture of their longest service 
operator working the “world’s 
most up-to-date newspaper com- 
posing machine” accompanied a 
brief story. With strong local 
emphasis it was pointed out that 
some of the readers who worked 
at the linotype works at Broad- 
heath had helped in the manufac- 
ture of the machine. 

The story continued: “These 
linotype machines, made on Man- 
chester’s doorstep, are world- 
famous, and we are proud to be 
sharing the advantages which 
British labour provides for our 
printers to produce precision 
typography at high speed for the 
benefit of local weekly news- 
paper readers.” 


* * * 


| 


HE visit of 3,000 Rochdale 

Observer readers to the 
Festival of Britain was an excel- 
lent example of public relations 
work, in accordance with the 
paper's local tradition of friendly 
service. ~ — 

Luncheon was served on trains 
going to the Festival city and 
dinner on the return journey. In 
additionjeach person held an ad- 
mission ticket to the South Bank 
Exhibition—all this and a 400 
mile rail journey for 45s.! 

Mr. C. A. Cockcroft, manager 
of the Rochdale Observer, started 
as office boy nearly 46 years ago. 
Since he was appointed manager 
in 1932, he has specialised in 
cementing the close bond that 
exists between the Observer and 
its readers—a bond that must 
surely be unique. In 1935 a trip 
was arranged to the Aldershot 
Tattoo with ten special trains 
and 5,000 readers; a fortnight’s 
cruise to Spain at Easter, 1936, 
and another to Portugal at Whit- 
suntide. 

The largest half-day excursion 
ever run by one organisation on 
any railway was the “Readers’ 
Trip” to Windsor in 1937. Twenty 
trains carried 10,000 readers! 
After sightseeing tours of 
Windsor, all 10,000 were con- 
veyed to Alexandra Palace where 
Gracie Fields, Norman Evans, 
Norman Allan (all Rochdalians) 
and a galaxy of other stars enter- 
tained the Northerners until] mid- 
night. They still talk about these 
excursions in Rochdale. and 
another four trains could have 
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been filled for the Festival trip 
had the trains only been avail- 
able. 


* 
ISTORY 
Walsall 


* ” 

was made by the 
Observer when 
Princess Margaret visited the 
town, two additional colours 
being used in a special edition 
of 12 pages. Results were uni- 
formly excellent throughout a 
46,500 run. 

Very fine colour register was 
obtained on a normal Hoe & 
Crabtree press not specially fitted 
for colour reproduction, the red 
being done on the seal and late 
news attachments and the blue on 
a separate deck. Since the distance 
on the web between the printing 
of the blue borders and the main 
type area was approximately 
25 ft.. this was something of a 
triumph. 

Owing to the shortage of news- 
print this edition was not adver- 
tised in advance apart from a 
small notice in the previous two 
weeks’ papers. Through previous 
saving it was possible to increase 
the print order by 3,000 copies. 
There was a sell-out by 10.30 a.m. 
on publication day. 

* * 


*~ 
ATEST to join the venerable 
ranks of the centenarians is 
the Wells Journal, the oldest of 


It is no easy task planning a train day-trip for 3,000 people. 


May 24, 1951 


Clare, Son & Company's series of 
Mid-Somerset newspapers. 

Proposing a toast to the paper. 
the Bishop of the Diocese said 
the thing that always struck him 
about the Journal was that it was 
a medium of faithful reporting. 
He paid a warm tribute to the 
attractive and accurate manner 
in which the Journal mirrored the 
life of the city and neighbour- 
hood and hoped it would continue 
to perform its important function 
for many years. 

Mr. Roy Clare recalled that in 
1851. when Samuel Backhouse 
started the Journal, the popula- 
tion of the city numbered only 
3.981 and everything had to be 
done without mechanical aids. He 
read congratulatory messages 
from the editors of the Western 
Gazette and the Somerset County 
Gazette and other friends. The 
Journal's sister papers the Shep- 
ton Mallet Journal andthe 
Central Somerset Gazette will be 
celebrating their centenary in the 
next few years. 

+ * 
ANY newspapers are having 
to cut quality and sacrifice 
standard to survive. In the face 
of rising costs it is necessary 
either to develop or retrench. For 
these reasons the first amal- 
gamated edition of Colchester’s 


The 


directors and the general manager of the “Rochdale Observer” put 
their heads together to produce a smooth day in Festival London for 


the paper's readers. 


At one of the preparatory meetings are, left 
to right: Col. Gilbert Scott, Peter R. Scott standing, A. 


Norman 


Scott, D. G. Scott pointing with pipe and Charles A. Cockcroft, 


the general manager. 


While the party was in London on Saturday, 


Mr. Cockcroft was interviewed on the B.B.C.’s “In Town Tonight” 
programme. 
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May 24, 1951 
two week-end newspapers thought 
it wise to make “a serious and 
considered promise to the people 
of Colchester and North Essex.” 
This was the declaration of the 
Essex County Standard and Tele- 
graph: “We undertake that we 
will never suppress an opinion 
because there is no longer another 
medium for its ventilation, that 
we will not relax our efforts in 
the search for and presentation 
of news because there is no longer 
the spur of another organisation 
competing with us in the quest, 
that we will not play for safety 
because there is no longer a rival 
who might be more courageous, 
nor be tempted into recklessness 
because there is no longer a pros- 
pect of being put to shame by the 
moderation of another.” 


* * * 


HINT of hauteur creeps 

into many an advertising 
man’s voice when he refers to 
visiting card ads. Some contend 
it is either lazy or lumpish, merely 
to slap the name and address of 
the firm in the space allotied and 
leaving the rest either to reputa- 
tion or providence. The Crosby 
Herald has demonstrated, how- 
ever, that visiting card ads. are 
capable of clever combination. 
No fewer than 46 such cards 
were displayed on a full page 
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under the scroll and banner head- | 
line “Crosby Chamber of Trade. 

Readers were assured that 
restrictions on newsprint made it 
impossible for more than a small 
proportion of the Chamber's 
members to be featured in this 
display, but were promised 
further souvenir pages as space 
may permit. This new technique 
has much to commend it. It is 
not likely to bring grouses about 
any participant having a specially 
favoured display for the same 
price as everybody else. At the 
same time, it gives a symmetry 
which is pleasing to the reader's 
eye. 

* * * 
HE Motherwell Times claims 
the distinction of having 
carried the first full page adver- 
tisement in the kingdom after 
the war. 

They were also probably 
among the first of the local 
weeklies in Scctland to exploit 
British films in a big way, bring- 
ing Margaret Lockwood, Margot 
Grahame, Trevor Howard and 
other stars to the burgh and link- 
ing their visit with local indus- 
tries. 

Another distinction claimed by 
the Motherwell Times is that 
they were the first local weekly 
in Scotland to give a review of 
the year in half-tone and story. 


Local Elections Helped To Swell 
The Weeklies’ Ad. Columns 


By London Rep. 


ECENT issues of the 
weeklies have been packed 
—in some cases tightly packed 
—with local and _ national 
advertising. Before Whitsun 
pressure was intensified with 
the numerous local election 
announcements, some of which 
occupied really large spaces. 
Larger spaces are gradually 
creeping back. The 11 in. triple 
is not the rarity it was, and the 
odd whole double and occasional 
half page are also appearing. 
And now to the list of some 
current campaigns: 
Butlins holiday camps, 11 in. 
triples. Qualcast lawn mower, 
in. doubles. Maple liquid 
polish, 6 in. dic. scheme in 
Greater London area. Wisdom 
tooth brush, 6 in. dc. Energen 
rolls, Kent campaign announc- 
ing new factory at Ashford, using 
6 in. and 4 in. d.c. Jacob’s Cream 
Crackers, 8 in. d.c. in north-west 
weeklies. Eno’s Fruit Salt, 6 in. 
d.c. in Essex. Mason’s Ginger 
Beer, 6 in. d.c. in South Mid- 
lands. Whiteways cyder, 5 in. 
d.c. in general weeklies list. 
Festival Ship “Campania,” 6 in. 
d.c. in selected weeklies announc- 
ing visits. Hodder & Stoughton, 
2 in. d.c. announcing County 
Guides. Farmer’s Glory Wheat 
Flakes, new campaign in eastern 
counties. Annie Laurie Scotch 
Marmalade, new scheme in Lon- 
don area. Guinness, 8 in. d.c. 
introducing Festival Guinness in 
north western weeklies. Ministry 


of Food, new ration book an- 
nouncements in varying sizes in 
a big list of weeklies, all with 
local details. V.P. Wine, 6 in. 
d.c. back again in west midlands 
area. Fab, big 11 in. triple (and 
other spaces) campaign in many 
weeklies. Barnes Pianos, new 
campaign in London area with 
local branches named. Aquas- 
cutum, new campaign in selected 
weeklies in the south, including 
details of local stockists. Spicers 
writing papers, a new 6 in. d.c. 
scheme in Kent weeklies. C. & E. 
Morton (Fruit Sauce), 8 in. or 
10 in. single col. spaces. Fropax, 
4 in. dc. for freshly frozen 
English peas in Brighton area. 
Golden Peptiza, a cleaner for 
woollens, cottons and silks, up- 
holstery and personal uses, 4 in. 
d.c. in south-east suburban area. 
Curry’s, regular weekly Press ad- 
vertising augmented by _half- 
Pages in various areas. Whit- 
breads inn sign miniatures, 11 in. 
triples in some Kent weeklies. 
Sunflex stockings, 4 in. dc. in 
north-west. Walls ice cream, 
8 in. dc. Rinso, 10 in. triples in 
selected list. Colman’s tablet 
Starch, 4 in. d.c. in west mid- 
lands. The Star, 11 in. triples in 
Home Counties announcing 
Elizabeth and Philip _ story. 
Evening News, 8 in. d.c. announc- 
ing “The Oliviers” story. Birds 
Eye frosted foods, 8 in. dc. De 
Kuyper Hollands gin, 6 in. duc. 
Housewife, 8 in. d.c. Britannic 


Assurance, annual report for 
1950 in 5 in. dic. displays. 
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Loridon Representative : 
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Largest Net Sale in Kent 
KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS. NET SALE NOW EXCEEDS 


COPIES WEEKLY 


Advertisement Flat Rate 23/- per s.c. inch 
TIMES BUILDINGS, SIDCUP Tel.: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn W.C.! Tel.: Holborn 2730 

also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


Covers the whole of 
CANNOCK CHASE POPULATION 


OVER 65, 000 
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ADVERTISER 
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Intensively cover the populous and 
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prosperous area of fest 


The newspapers 
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Lssex County 
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TIMES 


Over 41,000 a week 
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FOR OIL COLOURS” 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


| 
A Matter of Life and Death | 


We are in hourly touch with the public 
who are on the peak of expectancy at 
every publication of the paper Thursday 
morning cannot come soon cnough for 
them to see 
regard to some 
interested, a photograph, 
men No such interest is displayed in 
any other form of advertising 
ADVERTISE IN THE 
BOLTON STANDARD 
and get the best results. Bolton's favourite 
weekly. Rate 8s, per sci. Best value for 
money 
Circulates in’ Bolton 
Lever, Farnworth, Horwich, Litth Lever, 
Turton and Westhoughton—a huge indus- 
trial area of over 250,000 people where 
wages are high 


BOLTON STANDARD 


Phone: 4742-3 


or an advertise- 


Atherton, Darcy 


VICTORIA STREET, BOLTON 


b wOWCAR 


gt CARDS STREAy 
0 COSTERS “ 


ee ad Size ~~ 
r ae retell a. 
SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD. CROYDON 
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ADODISCOMBE 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


3147-6 


SPEEDY SERVICE 
\ EXPRESS 
DELIVERY 


DAYLIGHT GLOWING POSTERS 


/ 
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This outstanding news and 
pctorial magazine is a’ready foremost in 
its field Printed in Spanish, it has be 
come an important as well as exclusive 
influence among top-line 
throughout Latin-America 

“There has always been a need for 
such @ magazine in the Spanish 
language devoted to the interests of 
Latin America, and | wish all success 
to you and your staff”, said Nelson 
A. Rockfeller, of New York City. 
“We enjoyed reading your interest- 
ing magazine ‘‘Vision’’, and are 
pleased to congratulate you and 
wish you all the success that this 
publication deserves. It's a godsend 
to all Spanish-speaking readers’’, 
said Felix A. Thillet, of San juan, 
Puerto Rico. 
Visién is Published fortnightly in New 
York City and distributed by air to all 
parts of Latin America Guaranteed 
circulation pt 50,000 copies each issue 
A full 1S per cent commission is allowed 
to advertising agents All accounts pay 
abie in STERLING 


excculives 


For full particulars of Visién, apply 
ATLANTIC PACIFIC REPRESENTATIONS 
(Deric Pearson) 

69 Fleet Street, London, E.C.4 
Phone : CENtral 5952-3 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
HANDWRITTEN OR SILK SCREENED 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27. BOSTON ROAD. HANWELL W? 
fAi 93038 
Personal Arce ali Enquieves & 
Complete & Guaranteed Service in th 


GIANT ENLARGEMENTS 
up to 80 sq. ft. in one piece 


The Autotype Co. Ltd. Brownlow Rd. 
London, W.13 EALing 2691-2-3 
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South Bank 
Guide Takes 
Typographic 
Back Seat 


\\ HAT a pity the Festival 
WV Guide doesn’t reflect the 
spirit of the Festival. On the 
South Bank designers have given 
expression to ideas—many of 
them venturesome, most of them 
interesting. But the Guide is 


| trite. 


Here was an opportunity for 
experiments in format, design and 
typography. Instead, what have 
we? A book of 96 editorial pages 
arranged in conventional style 
with two columns to the page set 
in Times, and headings in Rock- 
well Heavy. Section headings are 
ugly with Rockwell in black on 


PRINT REVIEW 
by 
Brian Hilton 


brown stippled panels having 
parallel top and bottom lines and 
curved ends. The title page is set 
in Festival, but | am quite sure 
that the centred symmetrical! 
arrangement does not fulfil the 
type designer's views of the way 
in which his dynamic design 
should be used 

This guide is the one Festival 
expression which can be _ ex- 
ported; it will be taken home as a 
souvenir by many overseas 
visitors. It will not help Britain 


ME JUERTES 


REPORT ON PAPER 


The mixture: 1851 matter in 1951 
craftsmanship. 


Courageous advertising for Moss 
Bros.: Full marks for sense of 
humour. 


to a front place among the 
nations in respect of print design. 


* x * 


A COLLECTOR'S PIECE is “Report 
on Paper” just produced by 
Spicers Ltd. It is an extract from 
the Reports of the Juries on the 
subjects in the thirty classes into 
which The Great Exhibition of 
1851 was divided. It is offered 
as a contribution to the Festival 
and, though it harks back a 
hundred years, is a fine example 
of contemporary craftsmanship. 

Here are ingredients of high 
quality by no means exotic, but 
so nicely matched as to create a 
work of art. Walbaum in 13 pt. 
set to 35 ems seems not too long 
a line, for leading is generous, 
and the colour of the face and its 
fine design are exactly right on a 
magnificent rag cartridge from 
Sawston Paper Mills. Westerham 
Press set the type with a loving 
care and no rivers of white trick- 
ling down the pages as happens 
when word spacing is too wide. 
Harrison & Sons printed the job, 
which is a credit to all concerned, 
and not least to the advertising 
department of Spicers, which 
designed it. 


* 


THE LATEST Moss Bros. book- 
let is a connoisseur’s delight. Add 
it to your private and particular 
bookshelf. In Mr. Thundridge 
and The Bartlett Brothers, Eric 
Keown takes the long range 
weather forecasts of the Bartletts 
and wraps them up in his own 
brand of frivol. As the whole 
thing is illustrated by Mervyn 
Wilson, who can seldom be 
serious for long, you can either 
plan your summer (as did Mr. 
Thundridge) on the weather fore- 
casts or just regard the booklet 
as a characteristically courageous 
advertisement for Moss Bros. 
Anyway it’s certainly one of the 
best of a long series of vintage 
advertising booklets. 

Full marks to T. B. Browne for 
sense of humour. 
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TRADE DISPLAY 
ADVTS. 


716 sie 
ILLUSTRATED 


LEILESTER 
CHRONICLE 


C.P.R. CRANE 44 FLEET ST. E.C.4.TEL.CEN6820 


Send for Advertisement 
Rate Folder 


NATIONAL 


The N. N. has been selected by the 
Council of industrial Design for exhi- 
bition at the Festival of Britain. 

The N.N. is the only Journal with a 
five-figure circulation. 


NEWSAGENT, 


BOOKSELLER, STATIONER 


107 FLEET ST., LONDON, 


E.C.4. PHONE CITY 2604 (4 lines) 


Clearing the points.. 


When it’s necessary to retouch 
photographs to bring out 
special points or for general 
‘cleaning up ’, try Kodatrace as 
Colour sortetg tans sae eal. tone 
Separation the most intricate shapes, leaving 
sharp clean edges and, being 
Super- highly transparent, can be 
imposed laid into position with perfect 
Lettering accuracy. Kodatrace is 
tough, impervious to water and 
is practically indestructible. 
Line It is the modern studio 
Negatives time-and-money-saver for 
colour-line separation, 
superimposed lettering, line 
negatives, line drawings from 
photographs, silk screen 
negatives etc. 


RETOUCHING 


Line drawings 
from photographs 


A “KODAK PRODUCT 


Kodat ace 


THE MODERN TRACING FILM 
Supplied in 30° and 40° widths in rolls of 20 yards and half rolls of 10 yards. 


Sole Distributors W.0.Slen 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Tel: HOL. 6086 


they never 
stop 
buying 


winter and 
summer 


* 
COVERAGE: 


Cheshire aud South Lancashire 


CLASS: 
Family weekly 


industrial, and agricultural area 


SALES: 


101,404 (CA December, 1950) 


RATE: 
24/- Flat 


London 
134 Fleet Street, E.C4. 


Warrington Guardian 
Series sales are 
maintained every 

week 


Representative: P. Moon 


for residential, 


Phone Central 6329 
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UST WHEN R. F. White 

& Son, Ltd., completed 
its first 150 years is not 
known. Certain it is that 
James White founded it in 1800, 
and for a while ran it in conjunc- 
tion with the job of clerk to his 
old school, Christ’s Hospital. 

Hanging on the wall in the 
firm’s office is White’s indenture tu 
Christ’s Hospital, forbidding the 
poor fellow during his term of 
service to commit Fornication or 
Matrimony, or Haunt Taverns 
and Playhouses! 

In the room used by the present 
head, Gilbert White, are five pic- 
tures—of James White; his son, 
Robert Faulder White, who died 
in 1895; the grandson, Arthur 
Robert White; the great-grandson. 
Gilbert himself; and also of Tom 
Clarke, whom Gilbert described 
to me as “the most perfect part- 
ner in the world.” 

James White is mentioned by 
his schoolfellow and friend, 
Charles Lamb in the Essays of 
Elia, notably in the essay on 
Chimney Sweeps. The poor 
sweeps of those days regarded 
White with affection, for once a 
year he gave a supper to the 
young sweeps of Smithfield, Lamb 
assisting as waiter. “He carried 
with him half the fun of the 
world when he died—of my world 
at least,” wrote Lamb. 

The firm started in Warwick 
Square, but afterwards moved to 
33 Fleet Street, where it stayed 
for more than a century before 


Mainly 


Reese 


3600 


Personal— 


moving to its present home in the 
Street at Number 72. 

Lamb was a frequent caller at 

“33.” and even did some adver- 
tisement copywriting in the form 
of puffs for State Lotteries! The 
friendship continued till White 
died in 1820. 

Gilbert White joined the firm 
when it was a mere century old. 
I'm glad to say he has not the 
slightest intention of retiring. 

* * * 
SOME TIME ago I wrote about 
Tavern Artists, who evidently 
believe that, art being for the 
people, it might as well be shown 
where the people like to congre- 
gate. Namely, in pubs. 

1 am glad to hear of their first 
provincial exhibition. It was 
opened at the Cedars Hotel, 
Evington, Leicester, by D. P. 
Carrington, of the Leicester 
College of Art. J. Lawson, 
Tavern Artists’ chairman, gave 4 
brief outline of their objectives. 

M. Robinson, advertising 
manager of Ind Coope & Allsopp, 
to whom the Cedars belongs, was 
delighted with the interest which 
the exhibition has aroused. 

* * * 

OF THE fourth generation to 
control the printing firm of Unwin 
Bros. Ltd.. Woking, is Rolf 
G. F. Unwin, new president of 


We've Gotta Nidea! 


Maybe we can’t give you a norse for the big race, 


but we can give you a nidea that will bring your 


product romping home an easy first. 


And after 


all, if you are going to bet, you might as well 


bet on a cert and have the fun of winning. We've 


been picking winners for nearly 40 years and 


we're so good at it by this time that it isn’t a 


gamble any longer. 


it? It’s a nidea. 


distinctive showcards, 


So why not ask Harris about 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 


of B.B.C, 


| for many years. 
ally before the war, I have been 


| Square. 
| had the knack of making you feel 


| Council, 


the British Federation of Master 
Printers. And he will probably 
not be the last, for two of his 
four boys are now in business 
with him. 

Like all B.F.M.P. presidents, 
he has an impressive record of 
service to the industry behind 
him. Among many other offices 
he holds is that of chairman of 
the Joint Industrial Council 
organisation committee. 

New vice president is Frank 
Russell Baylis, chairman of firms 
in Worcester, Leicester and Mal- 
vern. He also has put in yeoman 
service, but has many interests 
outside printing. He is a keen 
golfer, is interested in farming, 
served for five years on Worcester 
City Council, and is to-day Com- 
mandant of the Worcester Special 
Constabulary. 


* * * 


FOR THE second time, Maurice 
Samuel, of Cavendish Publicity, 
in opening a daily paper, has had 
the pleasant surprise of being 
confronted with the picture of his 
son. The other day the picture 
(by Zinram) was in the Daily 

Mirror; 

some time 

previous, in 
the Daily 

Graphic. 

Smal} 
wonder; for 

Ernest 
sSimon 

Samuel, now 

aged 24, 

seems to be 

one of the 

most win- 

some and 

jolly young- 

sters ever to 

enliven the 
pages of a popular paper. 

Last time 1 wrote about 
Maurice in these columns was in 
December 1947 when I men- 
tioned that “he had taken unto 


Maurice Samuel 


| himself a wife in the person of 


the gracious, beatiful, and 
musically talented Sylvia Handel, 
fame.” 


* * * 


| 1 AM NOT surprised to learn of 


the impending retirement of 


Mervyn McPherson from Metro- 


Goldwyn-Mayer; he has been in 


indifferent health for some time. 

But I am sorry none-the-less. 
Mervyn has been one of the film 
industry's outstanding publicists 
Often, especi- 


his guest at various enjoyable 
M.G.M. functions, not infre- 
quently at the Empire, Leicester 
An excellent host, he 


that he was really glad to see you, 
and that you were not there for 
just another publicity occasion. 
The film Industry Publicity 
of which Mervyn is a 
founder member, is giving him 
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When Charles Lamb 
wrote copy for 
world’s oldest agency: 
Mervyn McPherson 
retires from M.G.M.: 
Hamburg Ad. Con- 
gress speaker tells 
parable of Mark 
Twain and the Spider. 


By CONTACT 


a luncheon at the Trocadero. 1 
have no doubt that his many 
iriends in the film trade and 
Press will turn up in force. 


* * * 


WITHIN a week of each other, 
two London Pressmen are pub- 
lishing novels. To-day (Thurs- 
day) Harrap issue The Strong 
Delusion, first novel of James 
Leasor, who is at present on an 
assignment for the Daily Express 
in India. 

Set in Jamaica, the story is 
about a mediocrity, hag-ridden by 
the one wrong he ever did. 

Next Thursday, Werner Laurie 
publish One Jump Ahead, a 
thriller with a crime reporter as 
hero. Author Robert Chapman 
should write as one having auth- 
ority. A reporter on the Evening 
News, he covered the Haigh and 
Arundel Park cases. 


* * * 


YOU HAVE all heard of Bruce 
and the Spider. But have you 
heard of Mark Twain and the 
Spider? 

Max Sherover, president, 
Linguaphone Institute of New 
York, told this one in his address 
to the Advertising Congress in 
Hamburg: 

When Mark Twain was editor 
of a small newspaper in Missouri 
he received a letter from a sub- 
scriber complaining that when 
he opened his newspaper he 
found a large spider between the 


pages. 

Mark Twain answered that the 
spider was on a very important 
mission. He was looking the 
paper over very carefully to find 
out which storekeepers did not 
advertise—so that he could go 
there and spin a web over the 
door! 


WEEKS WISECRACK 


~ 


“,.. and I was in the Dome 
of Discovery for three 
days before I discovered 
the way out.” 
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ADVERTISER'S WEEKLY 


28.516 


reply to Photoplay 
questionnaire 


* 


AMAZING 23°76/ RESPONSE 


* 


April issue of PHOTOPLAY contained a questionnaire inviting readers’ opinions of editorial 

contents. Within four weeks 28,516 questionnaires were returned to PHOTOPLAY’S editor : 

the astounding proportion of 23°76°, of circulation. Analysis of questionnaires by an 
independent research organisation reveals that — 


Se 
a 


75% OF REPLIES WERE FROM | THE AVERAGE NUMBER OF 
WOMEN AND 25°, FROM MEN | READERS PER COPY IS SIX 


(This figure of six readers per copy excludes 5%, of the returns where no indication was given). 


It is clear from these figures that PHOTOPLAY is a family magazine, and that its readers 
are keenly interested in its contents. 


PRESENT NET SALE 120,000 + TOTAL READERSHIP OVER 700,000 
PRESENT ADVERTISEMENT RATE £75 PER PAGE 


PHOTOPLAY 


Member of the Audit Bureau of Circulations 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
8-10 Temple Avenue, London, E.C.4 + CENtral 3514 


An Argus Press Publication 
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ADVERTISER’S WEEKLY 


LOVE 
RUPERT CURTIS. 


“HANDY- ANDY” 


hand drying machines 

Hygiene matters to the food 
industry. Other users buy these 
/ machines because they cut out 
' laundry bills and stop pilferage of 
towels; but it is the story of 
| hygiene told to an intelligent aud- 
-ience in FOOD MANUFACTURE 
which brings in the worthwhile 
; inquiries from the big users. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1 


: FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY review 

of current thought 
on building problems 
availability of materials, 
architectural trends, town 
planning and 
housing. 


BUILDING DIGEST 


is another 


municipal 


publication of the 


MANUPACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUFACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 


17 Stratford Place, W.1 
Specimen eepies on request 
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CURRENT ADVERTISING 


DENTURE CLEANER 
INTRODUCED 


First advertising for Odedent, 
an antiseptic liquid denture 
cleaner, made by a new firm, 
The Odedent Company, is now 
appearing in the trade Press. 

Later on national dailies will 
be used and possibly magazines. 
A snowceard is being prepared. 

No agent has been appointed 
and advertising is being placed 
direct. 

. * 
Soft Soap 

A washing cream for all forms 
of communal! washing has been 
produced by Newton, Chambers 
& Co., Ltd., with the name of 
“Zalpon.” 

The soap is in the form of a 
thick cream which js distributed 
by a small dispenser 

Pritchard, Wood & Partners 
Ltd. are the agents and a cam- 
paign is running until the end of 
the year in local government 
magazines, catering journals and 
business house ma igazines, 

+ * 


ACCOUNTS MoV ING 


Gilbert Advertising Ltd. have 
been appointed agents for Baird 
Television Ltd. 

* 


* * 
NEW ACCOUNTS 

Victor Britain Ltd., car-hire 
specialists, have appointed 
Masius & Fergusson Ltd. for a 
campaign in nationals, London 
evenings and selected magazines 
of interest] to overseas visitors. 

. * * 


Hyde & Partners Ltd. have 
been appointed agents for Powell 
Duffryn Group of Companies. 

* * * 


NEW_ CAMPAIGNS 


A new size pack for Phyllosan 
has been introduced, retailing at 
12s. 6d. This will be featured in 
advertisements starting next 
month. Normal Phyllosan 
schedule will be used by the 
agents Alexander Cox Ltd. 

- * * * 


Daily Mirror will be used for 
advertisements for Beach sun tan 
cream, made by The British Drug 
Houses Ltd. during the summer 
months. A showcard has also 
been issued. Agents are Everetts 
Advertising er” ‘ 

sake seisiniiiin are to be 
featured in a new series of Addis 
beauty brush advertisements in 
national magazines. J. Walter 
Thompson Co., Ltd., are the 
agents. 

* * 


Gadabout electric iron, manu- 
factured by Falk Stadelmann & 
Co., Ltd., is being tied-up with 
the film “Travellers’ Joy.” This 
iron has already been advertised 
in women’s journals under the 
caption, “Travellers’ Joy” and 
with the general release of the 
film, window bills in five colours 
featuring both the stars of the 


film and the iron have been pre- 
pared for stockists and cinemas. 
All. arrangements were made by 
Scientific Publicly Led, 

* 


The new monthly magazine 
Country Fair, for which, as 
reported last week, Dudley 
Turner & Vincent Ltd. have been 
appointed agents, will be adver- 
tised in the Radio Times, The 
Listener, The Times, Daily Tele- 
graph, Manchester Guardian, The 
Scotsman, county papers and 
trade Press. A small poster cam- 
paign is also being planned for 
bookstalls and railway station 
sites. 

* * * 

Dudley Turner & Vincent Ltd. 
have also placed renewal orders 
for Gartside & Co. (Manchester) 
Ltd., makers of men’s woven 
shirtings. Full colour pages will 
be appearing in both home and 
overseas men’s wear ead Press. 

* * 


Advertising for the fl 350 pro- 
am golf tournament at 
Worthing on May 29, handled by 
D. J. Keymer & Co., Ltd., is 
appearing in the golfing Press 
and local Worthing papers. 
* * * 


NEW ACCOUNTS (Overseas) 
Colman, Prentis & Varley Inc. 
have been appointed agents in 
the U.S. for British European 
Airways, the Drake America 
Corporation, and Berkertex Inc. 
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ONE FOR THE 
ROAD 


Clock-work Watney  tank- 
wagons, like those seen through- 
out London and _ Southern 
England, will soon be on sale in 
toy shops as the latest of their 
“Minic” range manufactured by 
Lines Bros. Ltd. 

The tank-wagons will carry 
the Watney Red Barrel on the 
cab. 

Negotiations between Watneys 
and Lines have been going on 
for some months and a three- 
year contract for the manufacture 
and sale of the “Minic” tank- 
wagon has been made. 


Local Advertisers 
Hard Hit 


Speaking at the opening of the 
third day of the Welshpool Trade 
Fair, Senator Rupert Davies, 
High Sheriff of Montgomeryshire 
and a Canadian newspaper pro- 
prietor, referred to the difficult 
times local newspapers were 
having with so many newspaper 
restrictions. 

He wondered why more display 
advertising was not carried in 
local newspapers. With news- 
print rationing making space at 
a premium and so many demands 
being made by national adver- 
tisements, local newspapers were 
having a difficult time in doing 
justice to local advertisers. 


D. & W. Gibbs (U.K.) Ltd. are 
linking Astral Skin Cream with 
the premiere of the film “Happy 
Go Lovely.” 


‘Topsy’ Will Be Seen In Iced Lolly Ads. 


Press advertising is to play an 
important part in marketing a 
new iced lolly—‘Topsy.” The 
manufacturers are Frozen Con- 
fections Ltd. Co-founder is 
Campbell Garratt, who was for 
fifteen years director of the Ryvita 
Company. 

The Winter Thomas Company 
Ltd. will handle the advertising 
campaign which will start in 
June, concentrating first in distri- 
bution areas-—-mainly home 
counties—and subsequently ex- 
tending as consumer demands in- 
crease. Supporting the Press 
advertising will be display 
material linking up with the news- 
paper advertisements. 

Feature of the printed promo- 
tional matter will be the use of 
the registered trade name 
“Topsy,” colourfully — stylised, 
with characteristic lettering, and 
the “Topsy” head. This is an 
attractive little girl piccaninny 
with the typical pigtails and gay 
bows, particularly appealing to 
children, holding in her hand the 
“Topsy” iced lolly. 

The “Topsy” slogan tells the 
story—“Sugar for energy.” 
“Fruit for fitness,” “Pasteurised 
for Purity.” 

Showcards with the Topsy head 
will be on hard board and silk 
screened in ten colours. The in- 
dividual waxed bags in which the 
lollies will be presented will be 
printed with the registered trade 
name, and refrigerated vans will 


Get your 


Ty? ¥ 


This is the “Topsy” showcard 
which is silk-screened in ten 
colours. 


carry the advertising message, 
with the Topsy symbols and toy 
animals. ; 

It is thought that this is the 
first time that an extensive adver- 
tising campaign has been used to 
promote a product in the iced 
lolly industry in this country. 
American methods, which include 
vast newspaper advertising, tele- 
vision and broadcasting, and 
many other forms of promotion, 
make branded iced lolly sales in 
that country reach enormous 
dimensions. The manufacturers 
of “Topsy” have decided to adopt 
similar methods here. 
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When you need— 


DISPLAY UNITS 
SALES AIDS 
OR DISPENSERS 


Phone BARNET 3222 


We would like to put 
our many years of ex- 
perience in making 
wood, metal, wrought 
iron and plaster display 
units, sales aids and 
wrought iron stands at 
your disposal. Let us 
call and work out with 
you the practical side of 
your problem as we 
have done for many 
famous firms. You will 
appreciate the quality 
of our work and the 
economy with which it 
can be produced. 


atte DISPLAY pee 

D DISPENSER. 
PB... unit to carry three 
sizes of containers. Manufac- 
tured in for Maw of 
Barnet. 


(BARNET) Limited 
167 44 Street + 
“BARNET 322 —_— 


=MOREY 


B.O.P. is POPULAR! 


Outstanding features in the grand August number 
—published July 24, copy date June 8—include 


@ Midshipman Hornblower, by C. S. Forester 
®@ Len Hutton on Fifty Tests for England 
© Biggles, serial by Capt. W. E. Johns 


Not surprisingly, the circulation of B.O.P is rising 
steadily. 


Here is your opportunity to reach boys between 
the ages of 14 and 18 who are in a financial 
position to respond to advertisers. Cycles, cars, 
radio equipment and sports gear are only a few 
of the thousand and one things that claim their 
interest. 


Specimen copy and rates from 
George H. Phipps, Advertisement Manager 


Central 1732. 


Conrad’s offer their range of Diaries, 

Calendars, and other.lines, made up to 

the requirements of your customers. 

Please write for details and scaled 
price list to :— 


THE CONRAD PRESS LIMITED 


193 SLOANE STREET - LONDON : S.W.1 
SLOANE 6151-3 


COMBINED ANNUAL SUBSURIPTION, $0/- 


FOR ALL WHO USE MACHINERY 


THE MACHINERY MARKET, founded in 1879, and published 
every Friday, is recognised as Britain's leading commercial 
engineering journal. Every form of manufacture is covered 
by its readers and advertisers—all who use or need machinery 
and engineering equipment. 
Member of A.B.C. 
Circulation, 9,000 copies weekly. 86% net sales 
* x The Classified Suppl contains each week an 
immense selection of plant and engineering material 
advertised for Sale, Wanted and for Auction. 
Advertisement Manager : Henry Young 
THE M.M. YEAR BOOK, published every January, is an 
“Informative Guide "’ of great value to manufacturers and 
all who handle machinery and engineering material. 1952 
edition is now being prepared and enquiries are welcomed. 
THE MACHINERY MARKET 
The Commercial Engineering Journal 
146a, Queen Victoria Street, 
Wardrobe Chambers, London, E.C.4 
Telephone : CITY 1642 (6 lines) 
SRE FO RON SRR Rr 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT Ronald Staples, managing THAT James Robertson & Sons 
director and founder of Staples (P.M.) Ltd. are offering prizes for 
Press, presided at a dinner of the displays featuring Robertson 
executive staff, their wives and products. 
business associates of the com- * * * 
pany, on Friday at the Park THAT David Williams, Gordon 
Suite, Grosvenor House, Mayfair. & Gotch Advertising Ltd. copy 
* * * writer, recently had his car stolen. 
THAT more than a quarter of a ‘It was used in a “smash and 
million people—about half the . woe raid and eventually aban- 
opulation—turned out to watch oned. 
ee Sheffield Star walk, popular * * * THAT Philip J. S. Ric Over 3,000 people from Rochdale 
northern sporting event organ- THAT H. W. Carter & Co., Ltd., ccciie ‘ ‘elite e “ came to visit the South Bank 
ised by a 7 ’s caaae paper, sent out a colourful postcard to ——— So © ©]! Exhibition on Saturday on a trip 
stockists announcing the half-page Dancing Times, was awarded the | organised by the “Rochdale 
THAT ‘Mik are holding a Which appeared in the Dauily ee ee SS ee 


(The Mirror), owned by Thomas G.P.O. principal _ information . 

THAT the Radio Industry Coun- J. Griffiths & Sons Inc., Utica,  fficer. is exhibiting two pieces of —— SS Pp on 
cil have published a booklet, for the past 77 years, has been ‘Stone sculpture at the Post Office weg oa li A aoe OE ae “at 
“British Radio for the World,” purchased by the editor, Arthur Tt club Festival of Britain exhi- oo paso od by hs po and has 
for circulation overseas in con- M. Roberts. one of the best bition in the Metropole Hall, on See oe ae Selene 20 Seat 


, . Observer.” Gracie Fields 
display of the historic pieces &*press on Tuesday for “Quosh.” the King of — — his lunched with an official party at 
aden ai tht cogent Royal School * * * recent = to = Grosvenor House. Left to right: 
of Needlework exhibition at St. !HAT Burke Publishing Co.. eA the Comnention ina Mayor of St. Pancras (Cr. S. G 
James's Palace where the exhibits Ltd-. have had to postpone pub- om ja a : P eg Pe Williams), Denis Scott (director), 
were arranged by Edward Grieve, lication of “Your Hair” by Jane Ment 4; SS tar ae ae ae thi or 0. Reed, Gracie Fields, David 
Harrods display manager * Gordon. It will now appear on pc gp aw a ee 4 Clackson (London _ representa- 

* * o June 7 to coincide with the last Outing and: othe ee Pn tive), Peter Scott (director), the 
i instalment of serialisation in the 49d is to set up a Dry Goods Mayor of Rochdale (Cr. Abraham 
| THAT Canada’s 1951 newsprint News Chronicle. Trade Association similar to its Taylor), and Charles Cockcroft 
; orc is estimated - x * * other tate aes. (manager). (See “Regional Week- 
tons, an increase o A . . > Wels . ‘ lies” page 536. 
a a 1950. " pe Riles tly os THAT _—— R. Campion, pee ) 
| 
| 


th 
nection with the next National known Welshman in the US. wae Place. : — er 7” =a weeks. 
Radio Show at Earls Court from This year marks the paper's cen- : 
August 28 to. September 8. ae Rosina C. Baglin Pointel THAT F. T. Day, of Samuel 


Design Co. representative, picked Jones & Co., Ltd., will arrange 
up at the Ideal Home Exhibition a display of winning entries, 
a form for a competition for a together with a selection of 
| name - : —_ — . others, at the luncheon meeting 
pee. ce sponsored by the Express Dairy of the British Display Associa- 
We score | Co., Ltd.. and now finds herself tion next Thende “sim the 
| 
a Bull... | 


among the five-guinea_ prize- B.D.M.A.A. challenge cups for 
winners. o M 1950 will be presented. 


a * ~ 
THAT Godbolds Ltd., agents for . ; 
the 1951 Motor Show, have pro- ag | William Hollins & Co.. 
duced a colourful folder, printed vi 1 “my manufacturers of 
in seven languages, for overseas Ex a, have joined the British 
visitors. Fifty thousand copies xport Trade Research Organis- 


| have been printed. ation. 
; Ten feet high and all in Pytram - . * 
4 Laminated Paper. Each month we THAT the famous vege ye ADVERTISING 
AS GS SE Pe a a paintings, works of art and relics 
me Pa ; el ano st mode o } of Scottish interest assembled by sntee - DIARY 
monstrate  attention-gett ' : y. May 25. 
— . eet? setting | the late Lord Dewar, is now on AL. tg a oe 
value of Pytram “live” publicity. | show in the windows of Marshall ciaTION dinner. Mansion House, 
Have you seen the Pytram folder | & Snelgrove, Oxford Street. Mancursrex Puss “ed Assocta- 
re aye | W. S. Crawford Ltd. are handling TION, juni “Festival 
on Advertising Models? Send for | the publicity. cabance Srallgaficld Fiotel, 3 am. 
Saturday, 
your copy to-day. _* * * NATIONAL ADVERTISING PUBLIC 
| THAT members of the Luton Sessa Comper. sation area. 
Girls’ Choir were the mannequins wae 
in a parade at Luton arranged by Hutt Pusticiry Cius compli- 
A. Campbell Gifford, advertising soar Bg = 4 — 
manager of the British Bata Shoe hora! Station Hotel 
; hursday, May 31. 
Co., Ltd. And British Direct Mai ADVERTIS- 
* * * — luncheon. L 
THAT in addition to British ge td “4 = 
» ‘ Annual mecting. Great Northern 
Bata. firms represented included Hotel. 6.30 p.m. . 
Oty ee 2 af Mornessa_ Ltd.. Charles Butler RES AND SUCKS PUSLECITY 
cee “. ; Vv © Slough Festival 
for “live” publicity | [ii Brikic Lid, Model Modes | S40", Visi ,Sioum: Festal 
| Ltd.. and Peter French Ltd. 7.30 p.m 
* * * “aa Po TER ADVERTISINC 
RITISH »s ADV ‘ 
| THAT seventy advertisers and see ee, Cae 
| agency executives attended a Wednesday, June 6 
| pre-view of the Festival Pleasure INSTITUTE OF Pustic RELATIONS. 
PYTRAM LIMITED | Gardens on Monday as guests of Gitman OAC) on “BOAS 
C. H. G. Nida Ltd., the official and B.E.A. at home and abroad.” 
INBAR R 5 L REY. Tel br ite al . 
DUNBA OAD, NEW MALDEN, SURREY elephone : Malden 3225/7 | advertising agents to Festival } Ay — <4 7 pr King Street, 
iardens Ltd. 
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Its wonderful 
what 


can do! 


CREATIVE PHOTOGRAPHY IN 
MONOCHROME AND OLOUR 


for users of the printed page 


Ask STUDIO SUN, 49a Blandford St., W.!. Phone : WELbeck 286! 
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Effective Coverage of the Four Northern Counties 
of Scotland can only be achieved with the 


HIGHLAND NEWS GROUP 


“Highland News & Football Times "’ * North Star" 
“Forres News’’ ‘Caithness Courier "’ 


35,000 


per week 


15/- 


per s/c inch pend 

ONDON OF 
W. HORACE BIGGS PRESS "ORGANISATION LTD. 
115 HIGH HOLBORN, W.C.1 Telephone : Chancery 8752 3 


Head Office: 4 HAMILTON STREET, INVERNESS 
Telephone : Inverness 1921-2-3 


AVERAGE for 6 MONTHS ended DEC. 31, 1 950 
IN EXCESS OF 


70.000 


COPIES PER DAY 


BRISTOL 
EVENING WORLD 


— 


. 


ARTISTS AND 


STUDIO 


PHOTOGRAPHERS 


BRIGGS 
WUdeun B44 


i 


lelephone: 


| 22 CHENIES STREET WC 


THE 
DERBYSHIRE TIMES 


SERIES 


ee ee 


over 106,000 copies 
per issue comprises 


The Derbyshire Times (82,578 A.B.C. cert.), the Belper 
News, the Hucknall Dispatch, the Buxton Advertiser 
and Herald, the High Peak News. 


Head Office: CHESTERFIELD 
London Office: 231/2 Strand, W.C.2 


HENDON 


BILLPOSTING T. BOBINSON 
COMPANY STUDIOS, LIMITED 
72a Plough Rd., Battersea, S.W.ll 

37 SPRING STREET W.2. Chie Gee SO See 
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‘Whiskoff’ Campaign To Show How 
Advertising Faces The Future 


An_ exhibition, 
Prepares for the Future,” will be 
staged at the headquarters of the 
Institute of Incorporated Prac- 
titioners in Advertising early in 
July and should prove an attrac- 
tion for delegates to the Inter- 
national Advertising Conference, 
who are interested in technique 
and in education. 

Its intention is to demonstrate 
the range of knowledge and 
experience required to qualify for 


associate membership of the 
Institute. ; 
The exhibition will show the 


preparation of an advertising 
campaign launched to market a 
new product and will demon- 
strate how the subject matter of 
the Institute’s intermediate and 
final examinations can be applied 
to solve the practical problems 
arising. 

The campaign is designed to 
sell a beard removing cream, 
called ‘“Whiskoff,” which the 
organisers say, is “well within 
the realms of possibility and not 
altogether a fantasy.” 

Planning and preparation of 
the exhibition js being supervised 
by a small committee of five 
Institute members, assisted by 
Beverley Pick, design consultant. 
The committee originally pro- 
duced an outline plan and some 
15 member agencies were invited 
to implement it, each contribut- 
ing appropriate sections. 


Unique Royal 


Arms Panel 

The Royal Arms feature, 
designed by Milner Gray. a 
partner in Design Research Unit, 
for the reception hall behind the 
royal box in the Royal Festival 
Hall, is engraved on a glass 
screen 7 ft. 5 in. high x 4 ft. 
wide, which work was carried out 
by the London Sand Blast 
Decorative Glass Works. 

A feature of the South Bank 
Exhibition is the way in which 
the grounds have been signposted 
and the outside of the pavilions 
titled. 

The signposting has been co- 
ordinated by Milner Gray and 
Robin Day, assisted by Kenneth 
Lamble and Sylvia Read. 


Another Standard 


Reference Book 

In 1933 the Shaw Publishing 
Co., Ltd. began publication of 
the Shaw Standard Reference 
Series, which was intended to fill 


gaps in the field of reference 
books. 
The latest addition, “Who's 


Who in the Free Churches,” to 
be published on May 30, is 
unique, for this is the first time 
that a reference book has been 
published in this country cover- 
ing all Free Churches of the 
British Isles, the major denomina- 
tions and the smaller bodies. 


“Advertising | 


BEST POSTERS OF 
17 NATIONS 


Students in  London’s art 
schools have been competing for 
the honour of designing the poster 
to advertise the International 
Poster Exhibition which will be 
held from June 30—July 28 in the 
Victoria Embankment Gardens, 
Westminster. The official open- 
ing will be on July 2 by the Rt. 
Hon. Hugh Dalton, Minister of 
Local Government and Planning. 

This open air _ exhibition, 
organised by the Council of 
Industrial Design, the Society of 
Industrial Artists and the British 
Federation of Master Printers, 
will show the best post-war 
posters of 17 nations. 

The competition, confined to 
commercial art students attend- 
ing London County Council 
schools, gave students the oppor- 
tunity of tackling a_ practical 
problem and of competing for 
prize money totalling 50 guineas, 
presented by Charles Mansell of 
Balding & Mansell Ltd. 

First and second prizes were 
won by M. G. B. Pilcher and the 
third prize by Catherine S. 
Wilson, both of the Central 
School of Arts and Crafts. 

So impressed were the assessors 
by the high standard that they 
awarded honourable mentions to 
five students and personally 
donated five prizes of one guinea 
each. 

Assessors were: R. R. Tomlin- 
son, late Senior Art Inspector of 
the L.C.C., Ashley Havinden, 
F. H. K. Henrion, Abram Games, 
and Paul Reilly. 


Took The Good 
News To Ghent 


Hastings expects a consider- 
able Continental invasion this 
summer, owing to the enterprise 
of Cr. G. Dubois, vice-chairman 
of the town’s Publicity Com- 
mittee, who has just returned 
from a tour of Belgium. 

A special Hastings exhibition 
was held in the Raadskelder 
crypt in the centre of Ghent for 
11 days, to which there were 
more than 5,000 visitors. Here, 
illustrations, posters, dioramas, 
film shows and lectures empha- 
sised the advantages of this sea- 
side town. The deputy mayor 
(Ald. H. Burden) and C. F. 
Catt, of the Hastings and St. 
Leonards Chamber of Com- 
merce, accompanied Cr. Dubois 
to Ghent for the official opening 
of the exhibition, which was 
attended by the Burgomaster 
of Ghent and the High Commis- 
sioner of Belgian Tourism. 

More than 6,000 folders were 
distributed, the Belgian Press 
devoted 143 inches to the exhibi- 
tion, and two complete window 
displays were arranged by travel 
agents. In addition, Cr. Dubois 
gave a 25-minute talk on the 
radio. 
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Publications News and Notes 


Paper Price Hits 
Indian Press 


Consequent upon the grave 
shortage of newsprint and the 
fact that the price now charged 
in many cases exceeds £120 per 
ton, Indian newspapers have been 
compelled to reduce the number 
of their pages. In order to main- 
tain many features the Hindu 
has decided, as from July 1, to 
reduce its column width to 
12 ems and thereby accommodate 
eight (instead of seven) columns 
to a page. The following are 
reducing their column width to 
114 ems. Swadesamitran, Tribune, 
National Herald, Navjivan and 
Quumi Aves. 


* * 
Design in the Festival is an 
attractively produced booklet 


covering everything from furni- 
ture to fabrics and shipping to 
sports gear. Handsomely pro- 
duced on art paper its 132 pages 
(8 in. x 104 in.) include many 
advertisements in full colour. It 
has been published for the 
Council of Industrial Design and 
the Scottish Committee of the 
Council of Industrial Design by 
H.M. Stationery Office, price 5s. 
* * * 


New promotion folders for 
Men Only and London Opinion 
have been issued by Newnes- 
Pearson Publications. The Men 
Only folder announces a monthly 
sale of 150,000, and the London 
Opinion folder, which carries 
reproductions of two amusing 


cartoons, a net sale of more 
than a quarter of a million. 
*” & * 
The 1951 edition of The 


Engineer Directory and Buyers 
Guide is a useful reference book 
of suppliers and manufacturers of 
a wide range of engineering pro- 
ducts. Entry to the directory is 
limited to firms who advertise 
either in The Engineer or the 
directory itself. These number 
over a thousand. 
* * * 

Publisher of the new monthly 
Music World— ‘Ireland’s only 
music magazine” is Tom Merry 


who also owns and edits the 
Irish Liceasing World. 
« 7 ” 


Contents of the second number 
of Home-Making are varied and 
interesting with a host of make- 
it-yourself ideas for the family. 

* * * 

The first combined issue of 
Panorama and Harlequin—‘“the 
two rivals of the two rival univer- 
sities"—is a lively production 
which lays claim to being 
England’s only “young man’s 
magazine.” 

. . . 

Summer number of Go, the 
leisure and travel magazine pub- 
lished in association with the 
Sunday Times, is a beautiful pro- 
duction for those who can appre- 
ciate the good things of life. In 
nearly a hundred pages, a couple 


of dozen articles range from wine 
to Rutherford, from ballet to 
golden hamsters. Photographs, 
colour pictures, and drawings are 
of a high quality. Travel centres, 
drink, dresses, and aeroplane 
companies are among the adver- 
tisers. 
* * 
Television News is to be distri- 
buted from the offices of Tele- 
vision and General Press Ltd., in 
Brent Street, N.W.4, commencing 
with the June issue. 
* * * 
Precinct Publications are to 
launch a new publication Radio 
Weekly which will give news and 
information on English radio 


programmes from B.B.C. and 
Continental stations. 
* * 
Television Weekly is to be 
increased to 9d. as and from 
week ending June 2 but will 


include extra pages comprising a 
radio supplement. 
* ~ 


Gunn Publications Ltd., the 
company formed by Herbert 
Gunn, ex-editor, Evening 


Standard, has taken over Air 
News, the flying and air travel 


magazine previously published at 
London Airport. Air News was 
founded by Roger Fuller, ex- 
Daily Mail, and W. A. Brenard, 
of Air News Service. They retain 
an interest in the magazine and 
Roger Fuller will continue to edit 
it. Gunn Publications also pub- 
lish the new You magazine. 
~ * . 


Sponsored by the Irish 
Hotelier, the Hotel, Catering and 
Domestic Exhibition will be 
opened in Dublin to-day (Thurs- 
day) by An Taoiseach (Prime 
Minister). 

* * * 

Time Atlantic edition 
issued a diagrammatic folder 
illustrating the recently com- 
pleted survey of what business- 
men and government leaders 
read, which survey caused much 
comment when extracts were pub- 


lished in ADVERTISER'S WEEKLY. 
~ 7: 


has 


Ronald Lampitt’s panoramic 
impression of the Thames and 
the Festival of Britain buildings 
on the South Bank, which was 
the subject of a recent cover of 
John Bull, has been accepted as 
one of the official Festival of 
Britain souvenirs in the form of 
a new three-in-one puzzle. The 
cover is reproduced in full colour 
and mounted on plywood as a 
154-piece jig-saw puzzle. On the 
back is printed a cross-word. 


Legal and Gazette 


JUDGE REFERS TO A 
‘NO-POACHING’ 
TRADE AGREEMENT 


Solosigns Ltd., Portland Place, W., 
sued James Davey Sites Ltd., Grove Vale, 
East Dulwich, S.E., in the King’s Bench 
Division for recovery of £140 ‘Ss. or 
alternatively of £135 18s. 4d. by way of 
indemnity or rent in respect of a sign 
een up by the plaintiff company to 

ndants 


Piaintiffs claimed that by agreement 


West Wickham, and ee - to 
indemnify them in fespect any sums 
which the plaintiffs might be Siable to. pay 
to the landlords cause of that right 
from the date on which defendants took 


dismiss this action as the contract that is 
sued upon is not a not a binding le legal contract.” 


WALL ADS. ON LEASED 
PROPERTY 


The Court of Appeal has allowed 
the appeal of John Sandom, lessee of the 
first and second floors of 405 Footscray 
Road, New Eltham, from the judgment 
of Mr. Justice Danckwerts on a summons 
issued against his landlord. Sidney Webb, 
who occupied the ground floor as a shop 

By a summons before the judge Mr 
Sandom asked whether under his lease 
Mr. Webb was entitled to yse, for adver- 
tising purposes, the outer walls of the 
property demised to him (appellant) with- 
out his consent. . Justice Danck- 
werts decided that there was implied in 
the lease an casement in favour of the 


over occupation landlord and made a declaration to that 
Plaintiffs gave occupation in October effect. ‘ 

and claimed for payment made to The of the Rolls, giving judg- 

the landlords, from then until June 1949, ment, said the summons asked whether 

or, alternatively, | from a month later the respondent was entitled, until the 

h they le time deter of the lease, to use for 

in which to ‘take over. advertisements the outer walls of the 


r. Justice Devlin, giving judgment, 
said before the had 
been rented by James Davey. It 
appeared that among the trade associa- 
tions there was an arrangement under 
which should not 
goee upon the rights of another. 

hen plaintiffs” Dey nap appeared 
on the site, 
and the matter was solved” by plaintiffs 
giving way 

Plaintiffs then asked for use of the site 
but defendants replied saying that they 
themselves wished to take the site back. 

Difficulties arose over structure 
—, plaintiffs had erected; they felt they 

—_ not be put to the cost of removing 


* Defendants appeared to have made a 


with the landlords: plaintiffs 
took the line that they had. in effect 
given notice and were not liable there- 
after. ¢ seemed to be doubt as to 
the meaning of the term “taking over.” 

is Lordship came to the conclusion 
that it was not possible to determine, 
upon the terms which the partics had 
used, which of four meanings it was 
intended to employ. 

“The parties have thought the matter 
out clearly from a business point of view, 
but not as to legal rights,” he said. “I 


property, demised by the lease 


without 
the consent of the lessee 


The point was 
whether there was an implied reservation 
in favour of the respondent of the right 
to maintain advertisements on the walls 
Mr. Justice Danckwerts held that there 
was, and that it was common sense to 
imply such a right. But in view of the 
state of the law on the subject, his Lord- 
ship said, he could not agree. The onus 
was on the respondent to establish such 
an implied reservation, but he had not 
done so Lords Justices Jenkins and 


WILLS 
ARTIN FREDERICK Batts, of Oak- 
3 Highbury Avenue, Salisbury, 
. who was managing director of 
the Salisbury Times, left £8,999 8s. lid 
gross, £8,866 7: net 


BANKRUPTCY PROCEEDINGS 
Dorothy Annie Holbeche-Cawton (feme 


sole). 1473 hore Road. Stirchiey, 
Birmingham, printer etc. Public exam- 
ination June 21 at the Court House, 


ation Street, Birmingham. 


CHANGE OF ADDRESS 


Hn. W. & Co, Ltd., publicity 
department, to 45/7 Wigmore Street, 
London. 

Sidney Léd., to 27 Old Bond 
Street, W.1, 


ADVERTISER'S WEEKLY 


consult the experts 
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POINT OF SALE 


advertising 


%& SHOWCARDS ¥& SIGNS y& DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC ye METAL PRODUCTS 

%& ILLUMINATED SIGNS 


ACME swowcarp & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 
Tel : Howard 165! Est. over half a century 


OF GLOUCESTER.“ _ 
LONDON TEL: TRA 4277 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 
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Armstrong - Warden require a good 
Agency trained all round artist. 
Write stating salary 
required to 


Secretary 
ARMSTRONG - WARDEN LTD. 
69 New Oxford Street, W.C.! 


FIRST-CLASS furniture display man re- 
quired by multiple retail organisation. 
Must be willing to travel extensively 
and work to instructions of myn tral 
Office. Write in confidence to Box 464 
c/o Walter Judd omy 47 Gresham 
Street. London, E.C 

WANTED. Firs: ciass ~ commercial artist 
who is also a capable signwriter. Experi- 

in painting advertising curtains. 

; Good wage. Apply: 

Advertising Co. Ltd, 91 

Stoke Newington Church Street, 'N 16. 
WELL-KNOWN Chemical Company in 
ct London imvites applications 
experienced advertising man 

W years of age to take over 
advertising and pvwblicity in Great 

Britain and overseas. Push, originality 

and ability to write articles for Press. 

with some knowledge of chemistry and 
Salary : 
J.B. 9530 


: Box 
Ad. Weekly, 180 Fleet Street, “E.C.4. 
MAN ~ required “by large firm of manu- 
facturing clothiers for their advertising 
departmemt. The applicant must be 
in passing accounts and 
able to work on his own. Apply with 
full details and salary required to 
Box 9513 Ad. Weekly 180 Fleet St EC4 
JUNIOR SHORTHAND TYPIST ‘e- 
quired for London Office of well- — 
Provincial evening newspaper 
according to age; yearly bonus. Holiday 
arrangements for this year respected. 
Alternate Saturdays y 3 For appoint- 
ment ‘phone CITy 
LEADING WEST RD Advertising 
Agency has vacancies for two accurate 
and fast Copy Typists in Accounts 
Department A production Accounts 
Assistant also required preferably aged 
20-25 years, with aptitude for figures or 
revious cxperience of similar work. 
Salaries in —_ case according to age 
and experie 
Box 9529 Ad. Weekly 180 Fleet St BC4 


Seiten ae WANTED, 
classifications, 4s 


368 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS ae age 3s. 6d. per lime, 35s, per display panel inch. 


35s. per inch. All other 


per 
. per line, 48, per ‘dnoly panel inch, Minimum, AY Box No, 


under insertions S 
Weekly,” “oo Fleet Street, London, E.C.4, 


ete. Series rates application: 
* BE PREPAID. Address: “Aaverioar’s 
CHAncery 8844 


APPOINTMENTS VACANT 


RETOUCHER, vacancy occurs with Lon- 
don Advertising Studio for really com- 
petent man. ‘ day week. High Salary. 


rite 
Box 9479 Ad. Weekly 180 Fleet St EC4 


MARKET 
RESEARCH 


An exceptional opportunity 
with excellent prospects for 
advancement now exists in 
the Market Research De- 
partment of an international 
manufacturing organisation. 
An assistant to the Manager 
is required with previous 
market research experience. 
Write stating age, past 
experience and any qualifica- 
tions in statistics or econ- 
omics to 
Box 9532 

Advertiser's Weekly, 180 Fleet St., E.C4 


All replies will be treated with the 
strictest confidence 


MAKE-UP CLERK and copy typist re- 
quired for trade journal publishers 
Male or female. Holiday this year. 
This is an interesting position for intelli- 


ent person. 
Box 5533 Ad. Weekly 180 Fleet St EC4 


appropriately high 


SENIOR 
VISUALISER 


required by T.B. Browne Ltd 


to initiate creative work on National Accounts 
and tocontrol the presentation side of a group. 
This is an excellent opportunity for a 
Creative Visualiser, experienced in Agency 
work, to give full scope to his creative and 
artistic ability— with remuneration at an 


level. 


Write to Art Director, T. B. Browne Ltd. 


163 Queen Victoria Street, London, E.C.4. 


| 


SOMEWHERE THERE IS A MAN 
waiting fcr this opportunity. Small 
well established London Agency on 
verge of expansion needs a young pro- 
duction chief to have charge of all 
activities between space buying, ~oo 
with clients and accountancy. He m 
be of first class education, familiar ‘with 
modern techniques, able to interpret 
(with assistance) clients needs in print, 
to buy economically what he cannot 
deliver himself and to see all jobs 
through from A to Z. If, in addition, 

¢ is a swift, methodical and accurate 
worker with that peculiar “know how’ 
which makes for : successful advertising 
executive, he ¢ forward to a 
bright future in which the horizons are 
quite unlimited. Please write full par- 
uculars to 
Rox 9525 Ad. Weekly 180 Fleet St EC4 

EXECUTIVE aged 27—33, with good 
educational background required to fill 
vacancy in Advertising Department of 
well-known manufacturers. Must have 
had at least three years experience in 
the advertising of consumer goods dis- 
tributed through either pharmaceutical 
or grocery channels. Some agency ex- 
perience an advantage. Dro- 

spects for man with initiative. = 

in confidence a in full, stating 
salary required to 
Box 9508 Ad. Weekly 180 Fleet St BC4 

W. ROWNTREE & SONS LTD., Scar- 
borough, require advertising man or 
woman (age about 25), with sound 
experience in top grade departmental 
store publicity, Ability to write good, 
unusual copy is essential Knowledgc 
of production must be sound. This is 
a senior appointment directly respon- 
sible to Publicity Manager Write 
enclosing specimens and stating details 
career and salary required, to Staff 
Manager, 31-39 Westborough, Scar- 
borough 

ARTISTS required with studio experience 
of design and layout, photo retouching 

saosetastion drawings, and display 


exceptional ability. 
46 Broadmead, Bristol, 1. 
FIRST CLASS Space Salesman required 
old established trade publications. 
Salary and commission. cellent 
Opportunity for man with personality 
and ability, who is prepared to work 
hard. Reply in coutidence Stating age 
and previous experienc if any. to 
Box 9518 Ad Weekly 180 Fleet St EC4 


We require a first class 


FIGURE MAN 
able to work in ail mediums, who is 
familiar with Press and Catalogue Re- 
production. Write giving full details to 


Box 9527 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING ASSISTANT 
Director of building materials manu- 
facturers in the South. Candidatcs 
must have working experience of trade 
advertising and publicity routine includ- 
ing technical press advertising, sales 
literature and house organ, with ability 
to create and to co-ordinate detail and 
co-operate with firm's advertising 
agents. Good ote for 
prising ¢ 
whose products a world- wide repu- 
tation. Pinitial salary — £500. Full 
details of education and experience to 
Box 9511 Ad. Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTATIVE 
required for Annuals Department of 
well-known Fleet Street group of pub- 
lishing companies. Particulars of age. 
experience, etc., in strict confidence, to 
Box 9548 Ad Weekly 180 Fleet St EC4 

iF YOU ARE BRIGHT and youthful, 

ve reasonable experience in produc- 
tion work (preferably in an agency) and 
would like to handle from beginning 
to end the production of a variety of 
advertisements. and perhaps booklets, 
in a medium-sized agency, write stat- 
my age, experience and salary required 


to Sales 


enter- 


in 9536 Ad. Weekly 180 Fleet St EC4 
OPPORTUNITY EXISTS for lady with 
experience in advertising (space selling) 
and publishing to assist principal in 
developing interesting publications. 
Typing an advantage. Reasonable salary 
with commission 
Box 9543 Ad. Weekly 180 Fleet St EC4 


| 
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APPOINTMENTS VACANT 


TECHNICAL WRITERS required. Writ- 
ing ability combined with adequate 
technical background. General mech- 
anical, electrical engineering (including 
electronics) knowledge. Aircraft or 
marine instrument experience an advan- 
tage. Apply with full details of experi- 
ence and salary required to: Personnel 
Manager, Sperry Gyroscope Company 
Limited, Grew West Road, Brentford, 
__Middiese: 

ANE ENTHUSIASTIC advertisement rep- 
resentative required for Lancs and 
Yorks area for several trade journals. 
Essential 


experience. 
expenses. Write in first instance giv- 
ing full particulars to 
Box 9520 Ad. Weekly 180 ) Fleet St EC4 
FLEET STREET AGENCY secks layout 
artist who can produce finished work 
when required. mcy experience 
di ble. Age, and salary 
expected to 
Box 9501 Ad. Weekly 180 Fleet St EC4 


HERE’S A REAL 
CHANCE 
FOR 
SOMEBODY... 
a man or woman 


who has had a genuine and 
thorough Agency training in 
a creative group. Who wants 
a chance to get on in the 
world, and who isn't afraid to 
make decisions and take 
responsibility. Who can 
really draw and create lively 
advertising of all sorts, and 
who can turn their mind from 
a showcard to a mannequin 
show as easily as they draw 
their pay. 

In fact a genuine all-rounder 
in the creative advertising 
world, to work with Adver- 
tising Manager. Inexper- 
ienced beginners please re- 
frain from answering, other 
applicants please give age, 
experience and wage expec- 
tations. Five-day week, May- 
fair office, excellent prospects 
and possibilities. 

Box 9533 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION. Energetic and keen 
assistant required by London Agency of 
medium size. Must have experience 
in all phases of production work, 
copy-writing an advantage. Write stat- 
‘mg age, experience and salary required 
Box 9532 Ad. Weekly 180 Fleet St EC4 

WANTED REPRESENTATIVES foc well 
circulated Indian magazine and trade 

ublication. Write to: A SH 
Knightsbridge Hotel, 10 
Gardens, London. S S.W.3. 


THE LEAVE 


"Beaufort 


E BOOK (with 3 companion 
editions), established 1931 and circula- 
ting throughout the world, requires 2 
first-class advertisement representatives 
preferably car owners. Salary, expenses 
and commission. Full perucuass to 
Clerke & Hannah Ltd., 5 ,omsbury 
Street, W.C.1 (LANgham _ 
SHORTHAND /TYPIST, aged 
required for secretarial work 
Editorial Department of ADVERTISER'S 
WEEKLY. ‘ommencing salary ‘ 
Apply, by letter only, to Staff Manager, 
180 Fleet St.. 4 
SEPRESENTATIVE REQUIRED with 
London or Suburban connection in 
gencral ~~ jobbing printing up 
to £10,000 to Excellent oppor- 
tunity to join old established but pro- 
gressive London company on altractive 


terms. : : A 
Box 9519 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


FIRST CLASS General Artist for Lon- 
don Agency, ‘Allounder,’ fully experi- 
— Write stating experience a 


Box 9526 Ad. Weekly 180 Fleet St EC4 


SENIOR 
PRODUCTION 
ASSISTANT 


Busy medium-sized London 
Agency requires a man above 
the average in experience, 
resource and energy. He must 
have agency background and 
practical knowledge of all 
aspects of Print and Press 
production. 

The successful applicant will 
handle production at first- 
hand for a variety of accounts 
and should be capable of 
doing clean, intelligent adap- 
tation layouts and type mark- 
ups. 

The position offers ample op- 
portunity for good progress. 
Write, giving full details age, 
experience, salary required, to 


Box 9557 
Advertiser's Weekly, 180 Fleet St., E.C.4 


‘GETIC AND ENTBUSIASTIC 

required for Weekly Film 
News advertising department. 5 day 
week. 9-5. Excellent per and condi- 
tions. Phone CEN 3710 

ADVERTISEMENT SPACE SALESMAN 
required. Only first class men capable 
of earning big moncy should apply 
Write in first instance, giving full par- 
ticulars of recent experience to Cook's 
Publicity Service Lid., 9 Clifion Road, 


Maida Vale, London, Ww Rar 
AMERICAN PUBLISHER of Dry 
Goods, Fashions, Housewares monthly 


business magazines requires services of 
experienced advertising representative 
for Great Britain and Northern Ireland 
‘ommission. Weite qualifications and 
experience to Leonard Spring Ben 


Sackheim, Inc., 2 West 59th itreet, 
New York 19, N.Y. 
AN ESTABLISHED National newspaper 


a vacancy for @ space representa- 
tive. Proved ability to sell to Managing 
ye — details present position, 

recor 
_ Box 9540 ‘Ad. ° Weekly 180 Fleet St EC4 

ESTABLISHED NEWSPAPER and jour- 
nal publishing house is secking Adver- 
tisement Manager. He must already 
have achieved much and wish to achieve 
more. Salary in relation to the position 
which is a key one in an important and 
growing group. Full details 
__ Box 9541 Ad. Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT with ail 
round knowledge of blockmaking and 
some typography. Accurate worker to 
chase jobs through to completion 
Rensoasaie salary dependem on ability 
Box 9415 Ad. Weekly 180 Fleet St EC4 

ASSISTANT required for advertisement 


Department eekly News- 
paper Sborthand typing and gencral 
office duties. 5-day week Reply 


Stating experience and salary required to 
Box 9542 Ad. Weekly 180 Fleet St EC4 


A FIRM of advertising Contractors re- 
ere space salesmen. Phone CITY 


ERWIN WASEY & CO. LTD., cequire 
young man in Media Records Depart- 
ment. Must be good at figures and 
preferably with military service com- 

leted. Replies to edia Director, 
rook House, Park Lane. W 

COMMERCIAL ARTIST required by 
large manufacturing firm situated in 
the West Country. fair knowledge 
of production requirements is neces- 
sary and only first class artists with 
commercial experience should apply. 
Preference will be given to single men, 
and - ey - O should state salary 
required. App 
Box 9524 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT &f 


YOUNG MAN, age about 16, required 
for interesting work in one of the Ad- 
vertisement Departments of a _ well- 
— Fleet Street group of = 


Elcacntary es” an advantage pul 
not essential 

_ Box 9555 Ad. Weekly 180 Fleet St BC4 
MPTOMETER OPERA required 
for temporary work—West End, City 
and London Suburbs. Travelling allow- 
ance. Occasional and permanent vacan- 

fully experienced operators 


ice 
Lid., High Road, Chadwell Heath, 
__Essex. "Phone Seven Kings 9933. 
VOUCHER CHECKING and account 
clerk ~ ogee a, leading Advertis- 
ing Agenc 
Box 9535 xd. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


DESIGNER 
First class creative visualiser, 
typography, Art Direction, seeks 
appointment with Agency — 
Publisher or manufacturer. 
Box 9534 
Advertiser's Weekly, 180 Fleet Se., £.C4 


COPYWRITER/LAYOUTMAN (holder 
of ICS Advertising Diploma) seeks 
free-lance work with Advertising Mana- 
gers requiring salcs-promoting 
copy. Disa’ 
Box 9549 Ad. Weekly 180 Fleet St EC4 


MARKET 
RESEARCH 


Large London Agency requires 
experienced Research man to 
take charge of this phase of 
its activities. He should be 
under 40 and have had Agency 
training in a wide variety of 
investigational work. He will 
be expected to plan the re- 
quirements, to prepare final 
reports and recommendations, 
and he will not be reluctant to 
make calls himself for check- 
ing and planning. He will be 
well paid and included in the 
Pension scheme. 


Box 9426 
Advertiser's Weekly, 180 Fleet St., E.C.4 


APPOINTMENTS WANTED 


ARTIST 10 years AGENCY and 12 years 
STUDIO experience. Publicity. Design, 
Retouching secks position and accom- 
modation anywhere in Australia or 
New Zealand. Age 41. Married, 2 
young children. 

Box 9550 Ad. Weekly 180 Ficet St EC4 


WHATS IN A SALARY? A lot. 
But a 21-year-old journalist like my- 
self would not expect a fabulous 
salary with a start in public reia- 
tions. advertising, publicity. Experi- 
ence? Three years’ newspaper 
reporting; 12 months editing of a 
staff magazine. 

It's a future that matters. Box 9517. 


Advertiser’s Weekly, 180 Fleet St,. E.C.4 


SHORTHAND-TYPISTS. Private Secre- 


Exce! House, Whitcom! 

(WHitehall 5924). We 
efficient personnel 

JUNIOR ARTIST (female), 4 years Slade 
secks position with reputable Com- 
mercial Studio. Write Box 457, Rey- 
oe, 44 Chancery Lane, London, 


YOUNG LADY, 
secks interesting st 
isterest, 7 publicity cequired. 

Box 1 Ad. Weekly 180 Fleet St EC4 


HOUSE MAGAZINE 


industrial Journalist, aged 32 years, 
seeks position with editorial or publicity 
duties. Experienced in engineering 
industry, draughtsmanship, photography, 
typography and article writing. Own 
car and Editorial Connections. 


experienced secretary, 
where keen 


Box 9528 
Advertiser's Weekly, 180 Fleet St., E.C.4 


TYPOGRAPHER/LAYOUT artist secks 
Position Experienced advertising and 
display work 
Box 9545 Ad. Weekly 180 Fleet St BC4 

GENERAL ARTIST (30), lettcring. 
figure, line and half-tone, secks posi- 
tion with small studio offering varicty 
Box 9547 Ad. Weekly 180 Fleet St EC4 


SPACE SALESMAN with a really 
first-class record wants to im- 
prove himself. Excellent con- 
tacts; films, stage, sport, and 
National! Press. 


Box 9556 
Advertiser's Weekly, 180 Fleet St., E.C.4 


AMBITIOUS YOUNG MAN, 20, Adver- 
tising Student, American education, 
exceliemt character, plus ability to get 
along successfully with people, requires 
job with London Agency 
knowledge of publishing from circula- 
tion Se, ven: 

Box 9537 Ad. Weekly 180 Fleet St BC4 


ADVERTISER is looking for a pro- 
gressive position as Print Buyer or 
Froduction Manager. 25 years’ experi- 
ence with daily and weekly provincial 
press, and technical knowledge all 
departments letterpress printing, block 
and process work, foundry and book- 
binding Competem Buyer and 


Estimator, with considerable typo- 
graphical and editorial experience, 
Knowledge of all printing processes. 


te 
x Box 9516 


Advertiser's Weekly, 180 Fleet St., E.C.4 


CAN ANYONE offer me employment? I 


am willing to do anything. Write 
catalogues, address envelopes, prepare 
lists of addresses. 


__Box 1679 Ad. : Weekly 180 Fleet St BC4 
ASSISTANT PUBLICITY MANAGER, 
Present position five years Desires 
: Experienced catalogue and 
Production Photographs, 
correspondence, — press 
advertising, Mailing List ctc 650. 
Box 9544 Ad. Weckly 180 Peet St BC4 


FREE LANCE: SERVICES 


_ BECkenham 3090. ios 
DRAWINGS for Advertisers and Pub- 
lishers. W. Partridge, “14 Y mcuaseed 
Square, W.C.1. MUS 7 
GROUP offers _becialist — ig, lay- 
out, illustratio 
Box 9514 Ad Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


MAGAZINES.  Foyies arrange postal 
subscriptions for all British magazines 
and periodicals and almost all American 
and Continental Publications &G 
FOYLE LTD, (Subscription Depart- 

a yy Charing Cross Road, 


(photographers): Easy 
contract terms for all your photogra 

wor 23 denmark Place, Lo 
W.C.2. TEM 1828. 


SHOW CARDS, CUT-OUTS, 


Book Jackets, Advertising Folders, 

ctc., by photo-litho or ictterpress 

(own photo-litho process plant.) 
CARILLON PRESS LTD. 

Fine Colour Printers, Bournemouth 


"Phone CENtral 1740 


REQUIRED to purchase outright Adver- 
tising Agency Business. Reply giving 
full details. 

Box 9554 Ad. Weekly 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


LET US QUOTE you? mode! 1250 multi- 
litho machines, operated by wa 
litho men. Direct or trade. 
promocty executed by Derwent Primers. 

es Road, Twickenham, Middie- 

#OTO-UNION LTD., senons 
services and facilities, Stud House, 1 
Soho Square. W.1 GERrard 7184. 

INVITATION TO “FREE | LANCE COM- 
MERCIAL ARTIST--A select West 
End address with all facilities is 
offered to Commercial Artist at pepper- 
corn rent in return for help with roughs. 
Finished art work of varied nature will 
be bought from successful applicant at 
agreed prices. This is a wonderful 
opportunity for young man with adver- 
tising flair who wants to advance with 
security 7 a lead to even bigger 
things on rtnership basis 

Box 9553 Aa PWeekly Tso Fleet St EC4 


PROMINENT WALL POSTER SITE 
available in West-End of London, 
opposite well-known Theatre. 30 ft. 
by 40 ft., approximately. Long lease 
available. 


Box 9539 
Advertiser's Weekly, 180 Fleet St., E.C.4 


. several 

established ane pew patented products; 
with wide a 

_ Box 9512 Aa P Weekly. 180 Fleet St | EC4 

ART PAPER and boards available for) 
good class priatiog t by London Printer. ? 


Ring AMH 

PRESS AND COMMERCIAL PHOTO- 
GRAPHERS, D.P. Works, London, 
S.E. district, and Office near Charing 
Cross fully equipped wit modern 
apparatus, Floor space of 3,200 ft. 
for further development £12,008 ¢ 


includes Contracts for this yea 
Box 9531 Ad. Weekly 180 Fleet St EC4> 


ACCOMMODATION 


a ro — space, 2,000 to 3,000 : 
ect ri 


Box 9559 Ad. Weekly 180 Fleet St EC 4 


MISCELLANEOUS : 


WILL ADVERTISERS and Advertising 
Agents please that blocks of 
Senter 

ane ‘ 


turned over to 7 


” SAMES AND WANTS | 


LUCIDA PROJSCTOR r— copying and 
tracing purposes for 


and reduces. Made by Toes Penrose ‘ 

apply: © 

~ a 

ECA. © | 

} 

ABLE C Sorona. typewriter for sale. < 
Phone PUT 2597, evenings 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P 11 Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, envelopes, etc. 


J.N.P. (London) LTD. 
2 Middle St., E.C.1. Met 8322; Mon 2402 


PRINTERS 


PRINTER has capacity 
small auto cylinders. 
for colour work. ! 
London area. 
Box 9490 Ad. Weekly 180 Fleet St BC4 


SPECIAL ANNOUNCEMENTS 


for work on 


See May 17 issue of Advertiser's 
Weekly pages 326-327 for the 
Advertising Services and 
Supplies Section. June 14 will 
be the next issue containing 
these services. 
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LE a@ copy 
52/6 a year 
Post free 


55/- (overseas) 


STOP PRESS 


PUBLISHERS’ 
ASSEMBLY 


Viscount Rothermere at 
luncheon by Newspaper Pro- 
prietors Association to Inter- 
national Federation Newspa 
Publishers emphasised N.P.A. 
were not isolationist. Reason 
for their not joining Federation 
was lack of staff to deal with 
international matters as well as 
own problems. It was hoped 
Washington talks would help 
achieve better distribution of 
newsprint which was of great 
international importance. 

Claude Bellanger, Federation 
secretary, said on continent 
vital problems of newsprint and 
prices were endangering struc- 
ture which men of goodwill were 
trying to establish. Contacts 
now being made at London 
assembly would enable 1 ' 
lishers to work better toge' 


POSTER BID BY 
RADIO LUXEMBOURG 


Radio Luxembourg have a 
pointed Wilfrid Tisbury & 
as advertising agents. nning 
now in progress for extensive 
poster campaign, in autumn, to 
boost new 150 kw. medium 
wave transmissions. 


SOAP CAMPAIGN 


Campaign for Derl soap 
(which contains G.ll Hexa- 
chlorophene) starts a 
with “Daily Express” half- 
continues in nationals, — 
cials, women’s mag 
Sgeuts: Dorland Advertising 


First issue of “Gifts and F; 


: ‘ancy 
i knowledge is the THE TiMES Goods” official journal of Fancy 
In the world of industry and RGM ‘ ts) g é Poe siping A Geos Astociat om will be — 
. ’ ; n September. . man- 
first essential. It is based upon foreknowledge sree ing rem Thane — ot A formeriy 
month by month the progress of all of the major industries LITERARY SUPPLEMENT manager publicity dept. J, Lyons 
— : : Every Friday—price 6d. & Co.; editor Eugene Jacquier. 
of Britain The Times Review of Industry keeps a watchful eye onal meanceaianaiipan 
. MES E King Peter of J 
upon the shape of things to come. It assesses every notable WEEKLY EDITION slavia oan * wite Qu jugo- 
development, whether in equipment or method, every Every ss oh pn gag saa agents . 2. ‘xork, Dail aily 
ve : . . I ail” rts. 
significant change or portent of change in business condi-  enucaTIONAL SUPPLEMENT office of publicist Roy fz Hs 
j tions. Its authority is recognized by everybody concerned Every Friday—price 3d. — 
. i inistration of British THE TIMES REVIEW OF ical Association has 
to-day with the conduct and admin SRITENE! COLOIGES eo Typograph aay mm has 
industry and trade. Quarterly—price 6d. cation of agreement under 


stabilisation peace plan for 
print industry. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
May 24, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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